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Sale of ‘All’ Lets — 
Monsanto Out as 
Grocery Marketer 


Lever Buy Won’t Affect | 
Handling of $2,000,000 © 
Account by Needham 


New York, May 24—Monsanto | 
Chemical Co. has sold the mar-| 
keting and trademark rights of All, 
its synthetic detergent, to Lever 
Bros. 

This includes Super-Rinse con- 
densed All, Extra-Fluffy controlled 
suds All and dishwasher All. Lever 
does not now market a controlled 
suds powdered detergent, al- 
though it is testing Hum, a pow- 
dered version. Vim, a low-sudsing 
washing machine product, was) 
withdrawn from test some time | 
ago. | 

Needham, Louis & Brorby, Chi- 
cago, will continue to handle ad- 
vertising for All, Lever said. Last 
year, All spent a little more than 
$2,000,000, mostly in newspaper 
advertising, plus some spot tele-| 
vision. 

Lever also acquires Monsanto's 
All starch, currently being test 
marketed. 

Monsanto personne] involved in 
the marketing of All have been 
invited to join the Lever organi- 
zation. They are believed to num- 
ber fewer than 100. 


s Terms of the purchase agree- 
ment were not disclosed, and the 
only explanation given was that 
it is a decision by Monsanto to 
discontinue marketing those con- 
sumer products which have been 


(Continued on Page 113) 


Lane Move to Head 


Entertainment 
Productions Will 
Supply Data to FCC 


New York, May 24—Entertain- 
ment Productions (formerly Louis 
G. Cowan Inc.) yesterday let it be 
known that it would supply the 


confidential data requested of sev- | 


en tv packagers by the network 
study group of the Federal Com- 
munications Commission. 

Today the six others were hud- 
dling with their lawyers, presuma- 
bly deciding whether or not to 
follow Entertainment Productions’ 
lead. Screen Gems announced that 
it would definitely resist the FCC’s 
demand, despite a ruling earlier 
this week by the commission’s 
chief examiner that the companies 
must comply (see story on Page 3). 

Attorneys for MCA-TV and Re- 
vue Productions told ADVERTISING 
Ace that their clients would con- 
tinue to resist, and it appeared that 
Official Films, Television Programs 
of America and Ziv Television 
Programs also might do so. 


s All such questions may be an- 
swered in New York at another 
hearing scheduled by Chief Exam- 
iner James D. Cunningham as a 
new deadline for submissions, on 
Monday, May 27. 

As this story went to press the 


producers were still in conference, | 


and decisions may be changed over 
the weekend. 

In any case, with some of the 
holdouts virtually sure to remain 
adamant, the long legal hassle, 
which has more distance to go be- 
fore it can even reach the courts, 
seemed certain to continue, as 
Screen Gems instructed its attor- 
ney to take the next step—tfiling 
of a petition for review by the 
full commission of the chief ex- 
aminer’s ruling. + 


Agency May Mean 


Breast-0’-Chicken Tuna Account Shift 


No Switch from FC&B 
Seen in ‘Next 2 Months’; 
Barnes-Chase Has Purr 


San Dreco, May 22—Resigna- 
tion of James B. Lane as presi- 
dent of Breast-O’-Chicken Tuna 
to accept the presidency of the 
Barnes-Chase Co., California 
agency, set off speculation today 
that there may be a change in the 
$1,250,000 tuna advertising ac- 
count. 

Breast-O’-Chicken is now billed 
through Foote, Cone & Belding, 
Los Angeles. FC&B took over the 
account about five years ago from 
Barnes-Chase, which had handled 
it since the brand was first mar- 
keted more than 20 years ago. 

Mr. Lane has been president of 


both Breast-O’-Chicken Tuna Inc., partment of Agriculture suggested | 


!the agency July 1. Mr. Barnes 
will become chairman of the 
board. Norman B. Foster remains 
as exec vp. Mr. Barnes said Mr. 
Lane has made “a substantial in- 
| vestment” in Barnes-Chase. 
s Harold Requa, advertising man- 
ager of Breast-O’-Chicken, when 
(Continued on Page 112) 


Agriculture Dept. 
Asks Revamp of 
Wal Packers Act 


| 


OS SEE 
JONI 


VERMOUTEH 


PLUVIUS & FRIEND—This Sunset ad is 
| part of an augmented drive for Le- 
| jon vermouth which for the first 
|time adds that magazine and tv 
|\IDs in Los Angeles, making for 
what Honig-Cooper Co., San Fran- 
cisco, the agency, calls the world’s 
biggest vermouth campaign. 


Spot TV Is Up 
11% in Quarter; 
P&G, B&W Lead 


Ranks of $1,000,000 
Advertisers in Medium 
Add 8 New Companies 


ee 


New York, May 24—Total spot 
tv time expenditures for the first 
quarter of 1957 hit $116,935,000, 
according to estimates compiled 


by the Television Bureau of Ad- 
vertising. 
This figure is based on N. C. 


Rorabaugh Co. data from 321 
473 U. S. commercial stations. 


of 
It 


is a gross estimate figured from | 


the one-time rate. 

Spot expenditures of the first 
quarter of 1956 were estimated at 
$100,209,000 by the bureau, but 
this covered only 267 reporting 
stations. 


(Continued on Page 109) 
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| Ads Start in July... 


~ Edsel Outlines Plans 


Since October, 1955, Ford Motor Co. has been in the news be- 
cause of a new car that it had decided to bring out. Nameless— 


and agency-less—then, it since 


has been christened the Edsel, 


and Foote, Cone & Belding has been selected to handle advertising 
for it. For the past 18 months both the consumer and the trade 
press have been carrying news of new Edsel, but up to this time 
no specific data has been released on the introductory adver- 
tising campaign for Ford’s new entry in the auto derby. 


ADVERTISING AGE last month 


invited Robert F. G. Copeland, 


assistant general sales manager in charge of advertising, sales 
promotion and training of the Edsel division; Eldon Fox, adver- 
tising manager of the division, and C. Gayle Warnock, manager 
of public relations, to a round-table discussion with AA’s editors 
of Edsel’s kick-off ad plans. The following story is based on 


that conference. 

CuicaGo, May 23—Consumers 
will get their first taste of Edsel 
advertising this July. 

And a taste is all it will be, as 
the Edsel executive team takes one 
more step in its well-planned cam- 
paign to whet the public’s appetite 
for this new entry in the highly 
competitive auto field. 

Initial “pre-announcement” ads 
will run in magazines. In b&w 


Ford Will Pass 
Chevvy, Ford Hints 
to Stockholders 


Detroit, May 24—While top 
Ford Motor Co. officials will not 
say flatly Ford will outsell its tra- 
ditional rival, Chevrolet, this year, 
that was clearly the implication 
they sought to give the party for 
shareholders yesterday at the 
company’s new 3,880-acre proving 
ground east of here. 

Henry Ford II, president, told 
the rain-dampened stockholders 
that company sales for the first 
six months of 1957 will reach a 
record $3 billion. 

At the same time he predicted 
that total business activity will 
continue on the present high 

(Continued on Page 112) 


La Crosse, Wis., May 24—G. Heileman Brewing Co. has appointed WASHINGTON 


Last Minute News Flashes 


Compton Gets Heileman from Ludgin, Drops Goetz 


Compton Advertising, Chicago, to handle its advertising. Earle Ludgin 
has handled the account since early last year. Compton has resigned 
the M. K. Goetz Brewing Co. account which it has handled since 1950, 


but will continue to se 


spreads they will tell about the 
Edsel—but no photograph or draw- 
ing of the car will appear in the 
ads. The curious public—and Ed- 
sel’s own dealers—will have to 


|} wait until late in August before 


pictures will be released; the car 
will actually go on sale in Septem- 
ber. 


® The magazine campaign will in- 
itiate a four-media drive—maga- 
zines, newspapers, broadcast and 
outdoor—that probably will be 
watched more closely by Edsel’s 
competitors than any auto advertis- 
ing in the past 20 years. It will 
also mark the start of a year-long 
“introductory” drive for the new 
automobile line. 

(The last all-new car to be mar- 
keted by a major car manufacturer 
was the Mercury, which Ford Mo- 
tor Co. introduced in 1938.) 

Edsel division is not releasing 

(Continued on Page 52) 


FCC Paves Way 
for Large-Scale 
Toll-TV Test 


Telemeter, Skiatron, 
_ Zenith Included; July 8 
_ Suggestion Deadline Set 


May 23—After 
sitting on toll-tv applications for 
|more than two years, the Federal 
Communications Commission an- 


rvice the account for 90 days. Goetz told AA it | nounced today that it would like 


“is in no hurry to find a new agency,” and probably will make a deci-|¢ 4 authorize trial demonstrations 
| Sion late this year. Robert Terry resigned a month ago as assistant ad | 4, help determine whether the 


manager of Goetz to become Heileman ad manager (the post had been n 


vacant six months), after a shuffle in top management (AA, April 1). 
Heileman has been billing between $1,000,000 and $1,250,000. 


Alexander Smith Division Moves to Richards 


| New YorK, May 24—Fletcher D. Richards Inc. has been named to 
handle the advertising for all rugs and carpets of the Alexander Smith | 


| division of Mohasco Industries, succeeding Ellington & Co. 


| Wasuincton, May 22—The De- F&S&R Gets New Steel Warehouse Group 


New York, May 24—A new national advertiser, American Steel 


the marketing company, and the|today that the Senate judiciary| Warehouse Assn., comprising 600 member companies, will launch a 


campaign in September in three management and about eight business 
papers to promote the facilities of steel service centers. Fuller & Smith 
& Ross, Cleveland, will handle the account. 


Stiffel Lamps Shifts to Shaw from Malcolm-Howard 


CuicaGo, May 24—Stiffel Co., lamp manufacturer, has appointed 


associated manufacturing com- 
pany, Westgate-California Corp., 
San Diego. 

Norman R. Barnes, president 
and founder of Barnes-Chase, 
which maintains offices here, in 
Los Angeles and in San Francisco, 
announced that Mr. Lane will as- 
sume his duties as president of 


committee draft a compromise bill 
to keep food chains from taking 
| advantage of anti-trust exemptions 
|conferred on meat packers by the 
Packers and Stockyards Act of 
|} 1921. 

Departmental officials were 
among the final witnesses as the 

(Continued on Page 112) 


| John W. Shaw Advertising as its agency. The account was formerly | 
handled by Malcolm-Howard Advertising Agency. 


(Additional News Flashes on Page 113) 


ew service would be in the pub- 
lic interest. 

The commission called on sta- 
|; tions, sponsors of toll-tv systems 
j}and other interested parties for 
|help in framing the conditions 
which would govern the demon- 
|Strations. From the questions it 
| raised, FCC appeared to be think- 
|ing in terms of a large-scale op- 
|eration involving installation of 
|subscription-tvy equipment in a 
| substantial number of homes in 
| several communities for an ex- 
tended period of time. 

In its notice, FCC fixed July 8 
|as the deadline for comments by 
| Stations, toll-tv sponsors and oth- 
ers wishing to comment on a 
|mumber of problems the commis- 
(Continued on Page 109) 
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New Florida Citrus Drive Combines 


Product, Commodi 


Plans Altered, Asserts 
Ousted Patterson; ‘No 
Switch,’ Commission Says 


LAKELAND, FLa., May 21—Has 
the 1957-58 advertising program of 
the Florida Citrus Commission 
been changed following the ouster 
of Paul S. Patterson as advertising 
director of the commission? 

That was the question raised to- 
day by Mr. Patterson, following 
the announcement here by the 
commission chairman that next 
year’s campaign will be an effec- 
tive combination of “commodity 
and product” advertising. 

Mr. Patterson was asked to re- 
sign after he made a presentation 
which was critical of what he 
called Benton & Bowles’ product- 
by-product approach (AA, May 
20). Mr. Patterson has espoused a 
commodity advertising program. 


® Herschell Sorrells, chairman of 
the Florida Citrus Commission, 
told the Tampa Tribune that 11 of 
the commission’s 12 members had 
traveled to New York to view ad- 
vertising plans developed by Ben- 
ton & Bowles for the forthcoming 
year. 

Mr. Sorrells was quoted by the 
Tribune as saying that upcoming 
advertising “will give people con- 
vincing reasons why they should 
eat and drink the juice of oranges, 
grapefruit and tangerines, and at 
the same time capitalize to the 
fullest extent on the advantages of 
all forms of product s—fresh, 


Huntington Tells 
Do's, Don'ts of 
Liquor Coupons 


Alcohol Tax Chief Says 
Rules Aid Industry by 
Barring Cutthroat Deals 


MriaM1, May 22—A top official 
of the alcohol and tobacco tax di- 
vision of the Internal Revenue 
Service warned beverage whole- 
salers today that many of the 
coupon promotions now being in- 
troduced by beer and whisky 
suppliers are being questioned by 
the government. 

In a discussion of the upsurge 
of couponing in the alcoholic bev- 
erage industry, John L. Hunting- 
ton, chief of the basic permit and 
trade practices branch of the alco- 
hol tax division, told the conven- 
tion of the Wine & Spirits Whole- 
salers of America that many of 
the coupon plans violate sections of 
the Federal Alcohol Administra- 
tion Act, which forbid suppliers to 
use any promotional technique 
which provides a specific benefit 
for an individual retailer. 

While couponing is relatively 
new in the alcoholic beverage in- 
dustry, he said it has caught on 

(Continued on Page 44) 


ty Motifs: Sorrells 


| canned, chilled and frozen. 

“Tt will be a forceful commodity 
and product campaign, effectively 
combined,” continued Mr. Sorrells, 
“which we believe will really at- 
tract attention and influence more 
people to eat the fruit and drink 
the juice, not only at breakfast but 
at other times too—which is what 
we need to expand further the 
market for our crops.” 

But, Mr. Sorrells said, the com- 
modity-product combination did 
not represent a basic switch from 
the commission’s current advertis- 
ing. 


s But Mr. Patterson, in a state- 
ment to ADVERTISING AGE, com- 
mented, “Maybe I am just hearing 
things, but this is an accurate de- 
scription of the program I advo- 
cated on May 9, and as a result 
was asked to resign. 

“However,” Mr. Patterson con- 
tinued, “it does not describe the 
program which was tentatively 
presented to me on April 11 in 
Benton & Bowles’ Madison Ave. 
office, as a result of which I made 


(Continued on Page 111) 


Foreign Car Makers 
Shift Gears, Grind 
Toward Sales Peak 


New York, May 22—Foreign car 
sales are headed for a new peak 
this year, and a company that is 
contributing substantially to this 
upsurge pulled out all the stops to- 
day to welcome its head man to 
these shores. 

Pierre Dreyfus, president of 
Regie Nationale Des Usines Re- 
nault, arrived from Paris this 
morning for a 40-day visit and 
was immediately ushered into a 
whirlwind of meetings and parties. 

There was lunch at the Ambas- 
sador for some 100 reporters, pub- 
lication representatives and dis- 
tributors (at $8.50 per person, plus 
wines), followed by a champagne 
open house tonight at Renault’s 
new Park Ave. showroom. 


s To lend a “victory” atmosphere 
to the occasion, M. Dreyfus report- 
ed at the luncheon that Renault 
has already sold 7,000 cars in the 
U.S. this year. The $1,645 rear- 
engine Dauphine—Renault’s new- 
est car—accounted for virtually all 
of these sales. 

M. Dreyfus had something to 
crow about. In 1955, Renault sold 
800 cars here. Last year it posted 
sales of 2,900. The French compa- 
ny, a nationalized concern, is the 
world’s eighth largest automotive 
producer. 

M. Dreyfus said that in view of 
the enthusiastic reception accorded 


(Continued on Page 70) 


Klaeger Leaves Transtilm 
Robert H. Klaeger, vp in charge 
of the tv and industrial film divi- 
sion of Transfilm, New York, has 
resigned his post, effective June 1. 
Mr. Klaeger has not announced his 
|plans and no successor has been 
|mamed for him at Transfilm. 


OUTDOOR CO-OP—This outdoor i 
swimsuit and May Co. Wilshire 
letins for the department store a 


tem-and-price ad for a Catalina 
is one of a series of rotating bul- 
nd its suppliers. One supplier said 


results have been “spectacular.” 


Sheaffer 


SHEAFFER'S © 


NEW BALLPOINT 
WITH EXCLUSIVE 


LIN 


pEBUT—Silver metallic ink empha- 
sizes the point in this color ad in| 


Evening Post, Aug. 17, introducing | 
Pen Co.’s new sterling-| 
tipped ball point. 


Sheaffer Trebles | 
Ad Emphasis for © 
New Ball Point 


NEw YorRK, May 22—W. A. 
Sheaffer Pen Co. makes a full-scale 
entry into the ball-point market 
this summer with the introduction 
of a sterling silver tipped model. 
The announcement was made at 
a press conference held here. by 
The Fort Madison, Ia., manufactur- 
er. 

In national distribution by Aug. 
1, the $2.95 pen will be backed by 
60% of the company’s back-to- 
school campaign, which is to be 
the heaviest in the company’s 44- 
year history. It includes television, 
newspapers and magazines, split 
about evenly. 

Theme for the new campaign is 
“Sheaffer’s new ball point with 
exclusive sterling silver tip writes 
longer than any ball point ever 
made.” 

The largest pen company in 
terms of domestic sales, with 
roughly 35% of the $300,000,000 
U.S. market, Sheaffer has been 
producing ball point pens for 11 
years. But it candidly admits that 
until now it has never had a ball 
point “with definite and demon- 
strable advantages over those of its 


(Continued on Page 111) 


Schick Drops Suit 
as Remington Rand 
Ends ‘False’ Ads 


New York, May 22—A $5,000,- 
000 lawsuit—eight days old—was 
withdrawn today when Sperry- 
Rand Corp. agreed to discontinue 
permanently a series of television 
commercials which Schick Inc. 
described as “false and mislead- 
ing.” 

Schick filed the suit in supreme 
court here May 13, contending that 
Remington shaver commercials 
“implied that the plaintiff's Lady 
Schick was ‘rough and damaging 
to the skin.’” A spokesman for 
Remington today said “the basic 
commercial will remain pretty 
much the same; we will not use the 
parts of the commercial they found 
objectionable.” 

The spokesman, S. H. Ensinger, 
vp in charge of advertising, sales 
promotion and public relations for 


| 


the Remington Rand division, also 
said the fracas with Schick had not 
unhinged its relationship with its 
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‘Ability to Communicate Easily’... 


‘Post’ Bases ‘Influential’ Push on 


Politz-Cited Garrul 


Researcher Also Finds 
Readers See Magazine's 
Ads as ‘Most Reliable’ 


PHILADELPHIA, May 21—One 
thing about the people who read 
The Saturday Evening Post: They 
talk, talk, talk. And what they talk 
about is what they read in that 
weekly. 

This was a major finding in a 


ity of Its Readers 


different measurements than ever 
before attempted to show readers’ 
reactions and their influence upon 
others as a result of having read 
the magazine,” contained hundreds 
of statistical tables. These examine 
readers through age, sex, income, 
geographical location, occupation, 
hobbies, purchases, possessions, 
entertainment, tv ownership, auto- 
mobile purchase and other cate- 
gories. 


190-page study made for the mag- 
azine by Alfred Politz. It was the 
jumping-off place for the Post’s 


tion about “The Influential.” The 
latter turned out to be “opinion 
leaders in all communities and all 


income and social levels who in-| 


Some measures of Post impact 
uncovered by the study included 
the finding that “six out of ten 


Life, Aug. 12, and The Saturday | recent three-week mystery promo- | readers have five or more copies 


| of the Post in their homes and that 

eight out of ten keep their most 

recent issue in a special room.” 
According to Mr. Politz, ““Those 


fluence people around them” by | who most often talk about or rec- 


talk (AA, May 20). 

Mr. Politz found that 16,876,000 
people read the Post each week— 
and that eight out of ten are “Post 
Influentials, who recommend or 


ommend Post content to other peo- 
ple also show the greatest intensity 
|of satisfaction with the editorial 
|and advertising pages of the Post.” 


talk to other people about things|® One phase of the study, cover- 


they have seen in the Post, and, 
further, that nine out of ten read- 
ers approve of advertising they 
have seen in the magazine. 


“Post Influentials,” according to | 


the study, have other characteris- 
tics. They are “solidly solvent,” 
with “good minds,” “ambitious, 
successful,”’ with a yen to “acquire 
the best.” They “entertain exten- 
sively,” and they “enjoy the pleas- 
ant stimulation—both intellectual 
and social—that comes with per- 


sonal contact.” They are also 
sports-minded, travelers, play- 
goers. 


® Most of all, though, a “Post In- 

fluential” is somebody with “an 

ability to communicate easily.” 
The study, which used “more 


|ing feelings about ads in the mag- 
| azine, indicated the following: 


|e Of 16,876,000 readers, 15,273,000 
| (more than 90%) showed satisfac- 
|tion with the ads; only 484,000 
(2.9%) thought the ads included 
|}exaggerated or irritating state- 


/ ments. 
|e Nearly 40% (6,388,000) ex- 
pressed “confidence in products 


advertised because of the reputa- 
tion of the magazine.” 


|e Another 33% thought Post ads 
| showed “a way of advertising that 
|makes you want to buy.” 


e More than 2,500,000 readers 
| (15%) regard Post advertising as 
| the “soundest and most reliable 

advertising.” + 


To Rebuild Dwindling Profits .. . 


Cars Losing Standing as 
Status Symbols, Says 
Campbell-Ewald’s Hatch 


Cuicaco, May 21—Three Chicago 
retailers came out with some time- 
ly advice today on how to increase 
narrowing profit margins. They 
spoke at the Chicago Tribune’s 
eighth annual forum on advertising 
and distribution. 

Milton D. Faber, president of 
Stineway Drug Co., expressed his 
belief that manufacturers should 
boost prices to give retailers a bet- 
ter margin. He noted that about 
95% of drug store merchandise is 
fair traded and that price changes 
must come from the manufacturer. 

For Jim Moran, president of 
Courtesy Motor Sales, the well- 
known “Courtesy Man” of Chicago 
tv fame, the solution is volume 
supported by intense sales effort. 
Mr. Moran, now a leading Ford 
salesman, formerly was the top 
American Motors dealer in the 
country. 

Sol Polk, president of Polk Bros., 
appliance, furniture and floor cov- 
ering retailer, said the answer is 
efficiency in retailing. “The retail- 
er must learn to be as efficient in 
his operation as the manufacturer 
is in his,” Mr. Polk asserted. 


agency, Young & Rubicam. 

“We think Y&R is doing pretty 
well,” he said, adding, “We'll stay 
in the same stable.” 

Benton & Bowles handles Schick 


‘shavers. + 


|@ In answer to a question, Clar- 
ence Hatch Jr., exec vp of Camp- 
|bell-Ewald Co., said he thought 
| that the ownership of cars has be- 
jeome less of a _ status symbol. 


Cut Costs, Hike Prices, Sell More, 
Promote, ‘Tribune’ Panelists Urge 


|Homes, boats, country clubs and 
other symbols have taken over the 
position formeriy held by autos, he 
| said. 


(Continued on Page 114) 


Let's open up a marketing job on bringing 
that ball club to Los Angeles! Let's help other 
civic-minded groups and community interests 
to move a Major League franchise here, 
where it belongs! 

All of us have nurtured industry that is 
here, encouraged new business to come, and 
had the satisfaction of seeing young pioneer 
companies merge with older companies from 
the East— promoting more solid growth for 
this area. Selling is our business! 

Baseball is big business. More than just a 
Sport, it is community spirit in action . . . with 
a publicity by-product of daily copy in every 
newspaper and broadcast media in the coun- 
try. Let's all get together and sell this order: 
one big league club, for immediate delivery. 
If you are interested, write 


¥ Pe a happy day... 


CARSON / ROBERTS /INC. 
Advertising 
8811 Alden Drive, Los Angeles 48, California 


ENTHUSIASTIC—Carson/Roberts is in 
favor of bringing “that” ball club 
to Los Angeles and urges market- 
ing men to help in this ad in L. A. 
newspapers. 
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Tl Say It Baldly’ ... 


Sweeney Blasts 
‘Gutless’ Stations, 
Radio ‘Civil War’ — 


Newspapers’ Stations 
Should Compete or ‘Get 
Out,’ RAB Head Asserts | 


Beprorp Sprincs, Pa., May 21—! 
One of radio’s most 
salesmen last week = accused | 
broadcasters of being too timid in 
their dealings with the commun- 
ity at large and too combative in 
their relations with other broad- 
casters. 

Speaking before the Pennsylva- 
nia Broadcasters’ Assn., Kevin 
Sweeney, president of the Radio 
Advertising Bureau, accused some 
stations of “having no guts.” He 
said their “timidity” is one of the 
barriers keeping the medium from 
realizing its full potential. 

“It’s that ‘We’re lucky to be 
alive’ or ‘Thanks for letting me 
breathe’ attitude of too many sta- 
tion operators even in their own 
community,” Mr. Sweeney said. 
“It’s reflected in many ways, but 
you see it particularly in the vary- 
ing approach of a station operator 
and a newspaper publisher. 

“The newspaper publisher re- 
fuses to be ignored. His seat is 

(Continued on Page 64) 


‘Lima Citizen’ to 
Bow July 1; Strike 


at ‘News’ Continues 


Lima, O., May 21—A new daily 
newspaper—the Lima _ Citizen— 
will be born about July 1. Mean- 
while the Lima News continued 
publication this week despite con- 
tinuation of a strike. 

Co-publishers and majority 
stockholders of the new newspaper 
will be Sam Kamin and James A. 
Howenstine, president and secre- 
tary-treasurer respectively of Neon 
Products Inc. here. The newspaper 
will be published by the recently 
incorporated Lima Citizen Pub- 
lishing Co. 

Mr. Kamin told ApverTISING AGE 
that about 1,000 persons have 
bought stock in the enterprise at 
$25 per share. The corporation has 
a capitalization of $500,000. Mr. 
Kamin said only $300,000 worth of 
stock will be sold now and this 
stock is almost entirely sold. 

Robert Barton will be editor 


uninhibited | 


Collins & Aikman Sets 
Musical Ad Theme for 
Kissing Cousin ‘Fur’ 


New York, May 22—Collins & 
Aikman, fabric manufacturer, is 
introducing a fur-like fabric called 
“Kissing Cousin, the closest rela- 
tive to fur.” 

Half-page ads in Playbill, plus 
pages in Women’s Wear Daily, are 
running currently to catch buyers 
in town for the fall openings. The 
consumer campaign will include 
b&w pages in the July 28 New 
York Times Magazine, a September 
issue of The New Yorker, October 
Vogue and November Glamour. 

To help launch the new fabric, a 
calypso song entitled “Kissing 
Cousin” has been written by Jack 
Easton and published in_ sheet 
form. A recording also has been 
cut on one side of a commercial 
calypso platter. Both the published 
song sheet and the record will be 
distributed to disc jockeys and or- 
chestras. 

The fabric is not mentioned in 
the song, but the words “Kissing 
Cousin” are repeated frequently. 
The song starts off like this: 

Every pretty gal you meet 
kissing cousin to you, 

So is natural to greet like kissing 
cousin should do. 


is 


® The consumer ad shows two 
pairs of “kissing cousins”: in the 
foreground is a formally dressed 
couple, while in the background 
are two calypso dancers. The cap- 
tion points out that a new calypso 
song has been written in the 
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COUSINS—This b&w page in the 

July 28 New York Times Maga- 

zine will introduce “Kissing Cous- 

in, closest relative to fur,” a new 

fur-like fabric manufactured by 

Collins & Aikman. Kudner Agen- 
cy is handling. 


fabric’s honor. 
Ad copy stresses that the fabric 
is 100% Orlon pile that won’t shed 


| and “looks more like seal than seal 


itself.” Regular length coats are 
priced at $99. 

Merchandise kits include jumbo 
window posters, ad reprints, pub- 
licity releases, copy of the record 
and sheet music, plus suggestions 
for displays, ads and commercials. 

Collins & Aikman, which claims 
to be “America’s largest weaver of 
fine pile fabrics,” also manufac- 
tures “Cloud No. 9” pile fabric. 

Kudner Agency is handling. + 


New York, May 22—Last week | 
at Kenyon & Eckhardt’s annual) 
meeting at Lake Placid, Thomas 
D’Arcy Brophy announced he 
would retire from the agency Sept. 
30. 

Mr. Brophy, who is 63, has been 
chairman of K&E since 1949 and 
had been president and chief ex- 
ecutive officer for a dozen years 
preceding. 

He represents one of the adver- 
tising business’ most outstanding 
public servants and during the past 
17 years has devoted nearly as 
much—in some years more—time 
to public service as he has to the 
affairs of the agency and its clients. 


Mr. Brophy} 
says he’s retiring 
from business, 


and Wayne Current will be busi-| 
ness and advertising manager, AA! 
was told. The Citizen will be pub- 
lished in the afternoon and will! 
have an initial circulation of 20,- 
000, Mr. Kamin said. 


s Meanwhile, the Lima News, the 
only daily presently being pub- 
lished in this city, is still beset 
by a strike that was started May 1 
by members of the American 
Newspaper Guild (AA, May 6). 
Mechanical department employes 
reportedly have refused to cross 
the guild picket line. 


but not from life. 
He expects to do 
more work with 
MIT and Ameri- 
can Heritage 
Foundation, etc. 
He also will go) 
around the world 
with his wife 
this fall. 

His career also represented a 
tremendous personal triumph over 
affliction. 

On the night of Aug. 23, 1933, | 
two elderly women were horrified | 
when their parked car was ap- 


T. D’Arcy Brophy 


E. R. McDowell, general mana- 
ger of the News, told AA that no 
progress has been made in settling 
the strike. The News has continued 
to publish since May 1 with the 
help of non-union workers. The 
union reportedly is demanding a 
union shop, which the manage- 
ment opposes. + 


Coughlin to Seklemian & North 


Herbert V. Coughlin, formerly a 


proached by a frightful apparition 
—a man whose clothes were virtu- 
ally burned off and whose whole 
body had been seared by flames 
when the car in which he was rid-| 
ing was hit by a truck. He asked 
to be taken to a hospital; they 
were stunned and unable to move. 
He reached in and turned the igni- 
tion; then they rushed him to a 
policeman, who in turn speeded 
through traffic to a Jersey City | 
hospital. 


vp of Abbott Kimball Co., has 
joined Seklemian & North, New 
York, as a vp and member of the 
plans board. ‘ 


® Hospital attendants learned the 


vp of a New York advertising| 


Mr. Public Service of Ad World, 
Brophy Retires as K&E Chairman 


agency, Kenyon & Eckhardt, which 
he had joined two years before. He 
had been en route from a sales 
meeting of Lehn & Fink, on whose 
Hinds Honey & Almond cream and 
Dorothy Gray cosmetics he worked 

Mr. Brophy’s car had been hit in 
the gas tank by a truck as it swung 
in after passing another vehicle. 
The agency man’s auto instantly 
burst into flames, and Mr. Brophy 
was a torch as he staggered out 
onto the roadside. He retained 
enough presence of mind not to 
run. He made his painful way 
through traffic, reached the ditch 
and rolled until the flames were 
out. 


It was the beginning of a new 


|kind of life for Mr. Brophy. He 


submitted to 13 major plastic op- 

erations, in Jersey City, New York, 

Baltimore and elsewhere. For 18 
(Continued on Page 54) 


NIAA’s New Bound 


Media File to Aid 


Advertiser: Freeman 


New YOorK, 


to issue its media data form an- 
nually as a bound file. The media 
data file will be essentially the 
Same as the form, except that it 
will be bound and will include 
mechanical requirements and rates. 


Detailed plans on the file will be | 


presented to the membership at 


NIAA’s annual conference here | 


June 9-12. 

John Freeman, NIAA president, 
Said the new media data file will 
offer publishers of business publi- 
cations a new method of getting 
their NIAA forms into the hands of 
selected agencies and industrial 


| advertisers. The bound volume will 


assure the forms being saved and 


‘man was Thomas D’Arcy Brophy, Sed and also, he said, will have 


(Continued on Page 111) 


May 22—National | 
Industrial Advertisers Assn. plans | 


maw MoreTV Stars Are 


Doubling as Pitchmen 


Lead-ins, Lead-outs, 
Merchandising Tours 
Are Part of Stars’ Job 

By Tom Morris 
New York, May 21—Manufac- 


turers and retailers shopping for 
a vehicle in tv syndication aren’t 


‘|content any more with the basic 


| stripped down model. 

| More and more companies, film 
distributors report, are ordering 

}an individual filmed. pitch by the 

| Star of the show and, if it can be 


Kintner, Goldenson 
Dispute Showing of 
ABC-TV in 1956 


| New York, May 22—What kind 
lof year did the American Broad- 
casting Co. have in 1956—in terms 
|of network tv sales? 

Not satisfactory, says Leonard H. 
Goldenson, president of the parent 
company, American Broadcasting- 
Paramount Theaters. 

A record high for the company 
in the choice evening periods, says 
Edward S. Greenbaum, attorney 
for NBC Exec VP Robert E. Kint- 
ner, who was president of ABC 
until October, 1956, when Mr. 
Goldenson took over active direc- 
tion of the network. 

This difference of opinion was 
pointed up here yesterday at AB- 
PT’s annual meeting. Mr. Golden- 
son told the stockholders that sales 
for ABC-TV “that were made last 
spring and summer for the 1956 
fall programming schedule were 
not satisfactory. The results, there- 
fore, for the 1956-57 broadcast 
year, which we have been report- 
ing to you to date, have been lower 
than in the previous year.” 

(AB-PT’s net income for the 
first quarter of this year was $1,- 
743,000 or 40¢ a share, against $2,- 
570,000 or 60¢ a share for the cor- 
responding period last year.) 


s Mr. Greenbaum, who said he 
represented Mr. Kintner, read a 
statement summarizing Mr. Kint- 
ner’s version of ABC’s status in 
1956. 

Mr. Greenbaum said ABC's 
profits last year, when considered 
separately from the other Ameri- 
can Broadcasting-Paramount The- 
aters divisions, were at a new high. 


sponsored hours of choice night- 
time a week on the network—also 
a record—when Mr. Kintner re- 
signed. 

The lawyer asserted that the 
decreased revenue from “Mickey 
Mouse Club” came about because 

(Continued on Page 111) 


| Ullman McDonald Comisky 


He added that there were 19%) 


arranged, a tour by the star 
through its distribution area. 

Cost of the individual filmed 
pitch reverts to the advertiser in 
almost all cases. Discounting ex- 
ceptions caused by special mar- 
keting situations, a yardstick on 
|how many markets an advertiser 
needs in tv syndication to justify 
such extra cost is supplied by Ziv 
Television Programs as: 

1. Five cities of 500,000 people 
and up. 

2. Ten cities of 250,000 people 
and up. 

3. Fifteen cities of 100,000 peo- 
ple and up. 


s If a company finds the cost of 
the real thing in star-studded 
commercials painful, approxi- 
mately the same effect can be ob- 
tained by buying a series of spe- 
cial lead-ins and lead-outs to and 
from a sponsor’s copy, in which 
(Continued on Page 62) 


FCC Examiner 
Rules Film Men 
Must Yield Data 


Step Follows Subpoena 
Defiance in What May 


Be Long-Fought Battle 


WasuHincTton, May 22—The chief 
hearing examiner of the Federal 
Communications Commission ruled 
today that tv program producers 
must provide confidential business 
information demanded by the com- 
mission’s network study group. 

Rejecting arguments submitted 
by seven major producing organi- 
zations which have refused to sub- 
mit cost and price details sought 
by the study group, Chief Exam- 
iner James D. Cunningham held 
that program producers “in reality 
are no less a part of the broadcast- 
ing industry of the nation than are 
the several networks themselves 
or the licensees of numerous radio 
and television broadcast stations.” 

The seven had been under orders 
to provide full details in New York 
May 1, covering production costs 
of all programs produced during 
the past five years and the sales 
price for each program in more 
than 250 markets. 


® Each had refused to supply the 
information and had argued that 
FCC had no jurisdiction over its 
| activities. 

While Mr. Cunningham set Mon- 
(Continued on Page 6) 


Buzby 


| CONFAB—Discussing gas appliance marketing problems at the Bu- 
tane-Propane News Appliance Merchandising Institute in Chicago 
are Walter Ullman, president, Seigler Corp., Chicago; Gene Mc- 
Donald, E’town Gas Co., Elizabethtown, Ky.; G. Carroll Buzby, 
president, Chilton Co., Philadelphia; Frank Chapman, publisher, 
and William Comisky, Chicago district salesman, Butane-Propane 
News. 
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New Roslow System Professes to 
Compare Print, Broadcast Ad Values 


New York, May 22—After two 
years of field testing, Dr. Sydney 
Roslow, director of Pulse Inc., has 
come up with a research technique 


“Newspapers were shown to re- 


| spondents, and they were asked to 
| select the advertisements they had | 
| seen. Lists of actual commercials | 


cited ranged from 1.7% for the 
average one-minute radio an 
nouncement to 7.1% for the aver- 
age 20-second tv commercial. The 
broadcast survey period covered 
6 p.m. to midnight. 

On the basis of a cost per com- 
mercial remembrance rating point 
delivered, as figured by Pulse, us- 
ing the one-time open rate for 


which he thinks can serve as a/on radio and on television were | h€wspapers and the one-time spot 
| shown to those groups, and similar | rate for radio and tv, radio emerged 


“single yardstick” for comparing 
the advertising effectiveness of 
newspapers, radio and tv. 

Today Dr. Roslow staged a pre- 
sentation to show advertisers and 
agency men the results of his first 
major study using the technique 
he calls “commercial recognition.” 

Made Jan. 16 in Baltimore with a 
sample of 2,000 homes, this survey 
covered advertising in the Evening 
Sun, the News-Post and on an un- 
identified radio and an unidentified 
tv station. Some 500 homes were 
studied for each of the four adver- 
tising vehicles. 

This is how the researcher de- 
scribes his technique: 


commercial recognition was estab- 
lished. 

“In past comparisons, the broad- 
cast media were evaluated on the 
basis of quarter-hour ratings, while 
newspapers were assayed on the} 
basis of readership circulation. This 
resulted in comparing ‘apples and | 
oranges,’ ” the researcher said. 


s In this one-day Baltimore study, 
newspaper commercial remem- 
brance “ratings” ranged from an 
average of 0.2% for very small 
space ads in the News-Post to 10.1 
for the average full page in the 
| Evening Sun. The broadcast ratings 


as by far the cheapest buy, with 
tv next ard newspapers last. 

In terms of competition with 
each other, the two dailies came 
out neck and neck—to the dollar on 
average cost per rating point de- 
livered for everything from a full 
page down. Their average cost per 
point ranged from $223 to $350. 

Radio and tv’s costs were broken 
down on a basis of time segments. 
For radio, one time period showed 
an average of $9 and another an 
average of $13 per rating point. 
Tv’s cost per rating point ranged 
from $17 for fringe periods to $39 
for choice time spots. + 
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| Cattlemen oppose subsidy, favor 


Advertising Age, May 27, 1957 


Highlights of This Week's Issue 


Edsel execs outline advertising, market- 
ing plans for its new Edsel car ....Page 1 


Foreign car makers rev up for their big- 
gest year in U. S. sales P 


Chicage Tribune panelists tell retailers to 
promote more, hike prices 


Florida Citrus Commission, Patterson dis- 
agree on whether ad plans have been 
EE 


Schick drops suit against Remington Rand 
over Lady Schick commercials .Page 2 


The Saturday Evening Post bases its The 
Influential drive on Politz study .Page 2 


Sheaffer triples its ad effort to introduce 
sterling point 
pen Page 2 


Alcohol tax chief warns many present 
liquor promotions, coupons are question- 
able ... denen nema © 

] 


Kintner, Goldenson dispute how ABC-TV | 
made out last year Page 3) 


Thomas D'Arcy Brophy, Mr. Public ser- | 
vice of ad world, retires from Kenyon & | 
Eckhardt —— FF. 


Kissing Cousin, new fur-like fabric, gets 
calypso music ad promotion ........Page *| 


Tv film producers must give confidential 
business data to FCC, 
rules _ 


| 
examiner) 


Page ‘| 


More advertisers want tv stars to make! 
sell on their shows Page 3 
Rob's Sweeney says radio stations have no} 
“guts", squabble among selves too! 
much Page 3% 


NIAA will issue its media data form an- 
nually as a bound file to aid adver- 
tisers Page 3 


Lima Citizen, new daily, to bow July 1; 
Lima News strike continues Page 


Direct mailers asked to send best sample 
to congressmen to dispell “junk mail” | 
prejudice Page 6) 


Metre sections will use new 
“Sunday” logo 


identifying 
Page 
KMOX Radio Week push draws 60° big- 
ger response than last year Page 16. 
legislation for 


for ad  assess- 
Page %5 


House committee okays 
stockyard checkoff 
ment 


own ad 
Journal | 
Page 25 


program, Western 


poll finds 


Irishmen taught Scots to 
Irish magazine push says 


Livestock 


make drappie, 


Page 26 


Color tv set prices are now 
level, RCA's Burns says 


realistic 
Page 27 


~# 


ata 


NBC Radio offers to underwrite 
tisers’ studies on 
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Now available: Time on this 
new web-fed offset press 


Flexibility and economy in color printing, 
plus new imprinting and price change facilities 


COMPLETE SERVICE 


® From art to mailing 


@ Intelligent produc- 
tion counseling 


@ Finest web-fed off- 
set and letterpress 


news-color printing “ 
— let us 


We've just added a new perfecting offset 
press that greatly increases our web-fed ca- 
pacity. Ideal for black and white, spot color 
or full color runs of 50,000 or more. It prints 
up to 64-page sections, 8%” x11” size (or 
multiples), at a rated speed of 20,000 sec- 
tions per hour. Whatever your printing needs 
— magazines, catalogs or colorful broadsides 


show you what we can do. 


he, Printers of Program Sections of 4 editions TY Guide Magatine 


HENRY 


201 E€ 16TH AVE. 


WURST, 


e@ NORTH KANSAS 


Inc. 


city, MO 
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month after month... 


1512 million’ men and women“live by the book” 


...and the book is Better Homes and Gardens 


4,350,000 COPIES EACH MONTH 
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BH&G readers respond eagerly to the here’s-how approach during the year... 
of “‘the book’’. The more they read the more they act—and 
the more they buy. 12.8% of all people in the U.S. live in 
households that spent $100 or more for building materials 


es 
during the year. The figure is nearly double—23.9% — O f America 
among very frequent readers of BH&G! 15,500,000 people 3 


read an average issue of BH&G. One third of the 123,800,000 
people in the U.S. 10 years of age or older read one or more 


of every twelve issues. That’s 44,150,000 Better Homes and re ads Better Homes & Gar dens ! 


Gardens readers—and over 40% of them are men. Meredith 
Publishing Company, Des Moines 3, Iowa. *A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 
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Mailers Asked to 
Send ‘Best’ Samples 


to Congressmen 


Detroit, May 22—The Mail Ad- 
vertising Service Assn., Interna- 
tional, is asking its members to 
send examples of their best direct 
mail pieces to their congressmen to 
dispel the “mistaken idea” the leg- 
islators have that direct mail is 
“junk mail.” 

In a special note to members, 


the association points out that “a| 


continuing nationwide education- 
al and advertising program would 
do wonders for the professional 
direct mail industry” but that this 
would require more money than 
available now. 

“When the Foundation for the 
Advancement of Direct Mail Ad- 
vertising is launched, it may be a 
different story,” the note says. 


for members to use on the mailings 
to the congressmen and on other 
mailings. The stickers are offered 
at cost. 

“The important thing now ... 
is to do as much of a public rela- 
tions job with the Congress as pos- 
sible. Since the Congress is consid- 
ering postal matters so vital to the 
existence of your business, we 
know we can count on your cooper- 
ation,” the letter concludes. + 


Brooke, Smith Adds GE Unit 
Brooke, Smith, French & Dor- 
rance, New York, has been ap- 
pointed to handle advertising for 
| the specialty electronic compo- 
nents department of General Elec- 


| 


{wae Co., Auburn, N. Y. The GE) 


department recently acquired 
| product responsibility for the com- 
|pany’s hi-fi components line and 
also makes components for elec- 
\tronics manufacturers. Brooke, 
| Smith, which also handles several 


‘Sunday’ Logo to 


Identify Metro 


Sunday Sections 


New York, May 22—Indepen- 
dently published Sunday supple- 
ments will identify themselves as 
part of Metropolitan Sunday 
Newspapers Inc. with the logo 
“Sunday” beginning May 26. 

Charles I. Kline, president of 
Metro, said the logo was con- 
ceived “as a means of easy identifi- 
cation for the existing nationwide 
pattern of locally edited Sunday 
| magazines.” 

A significant change accompany- 
ing the introduction of “Sunday,” 
said Mr. Kline, is “the growing 
recognition of the development of 
urban patterns and the rapid ex- 
tension of metropolitan areas. 


a “These new urban markets, in 


® The association has prepared | other GE departments, succeeds| which major newspapers have an 
blue stickers with the message|Maxon Inc., which resigned the’ unparalleled penetration, allow na- 


“Mail Advertising Serves America” 


| account. 


tional advertisers to reach, on the 


most economical basis, a substan- 
tial portion of all U.S. families 
through ‘Sunday.’ ” 

Stephen G. Bowen, advertising 
director of Metro, said that “with 
more than 17,000,000 ABC circula- 
tion, ‘Sunday’ offers advertisers 
and their agencies a media concept 
geared to meet today’s flexible 
marketing conditions, plus dom- 
inant coverage of the strategic 
marketing areas.” + 


WGBH-TV-FM Names Gunn 

Hartford N. Gunn Jr., formerly 
assistant general manager, has 
been appointed general manager of 
WGBH-FM and WGBH-T\V, Bos- 
ton. He succeeds Parker Wheatley, 
who resigned “for a variety of per- 
sonal reasons.” 


Orr Heads McBurney Office 

John W. Orr, formerly with the 
National Assn. of Manufacturers, 
has joined McBurney Public Re- 
lations Associates, Winter Park, 
Fla., as general manager of the 
New York office. 


ae 


Cherub’s choice 


This small truant from heaven is finding the world a 


wonderful place. 


For one thing, he’s so he 


soft Hanes Babywear! This 


avenly comfortable in kitten- 
newest addition to its famous 


underwear and sleepwear puts Hanes close to the whole 


family. And gives retailers 
sell on sight. 


a line that’s priced right to 


Since 1910 we have been helping P.H. Hanes Knitting 


Company remind mothers - 


and value “the name’s Hanes.” 


and others—that for quality 
With greater plant ca- 


pacity (enlarged twice recently) and this popular new 
babywear, sales should exceed record-breaking 1956! 


N. W. AYER 


& SON, INC. 


Philadelphia * New York * Chicago * Detroit 


San Francisco 


* Hollywood * Boston * Honolulu 


Advertising Age, May 27, 1957 


FCC Examiner 


Rules Film Men 
Must Yield Data 


(Continued from Page 3) 
day, May 27, in New York as a 
new deadline for submission of the 
material, the companies could ob- 
tain additional delays by asking 
the full commission to review his 
ruling. 

Since the issue can still be taken 
into the federal courts after the 
commission rules on the appeal, 
completion of the network regula- 
tion study faces serious delay be- 
yond the original June 30, 1957, 
target which FCC set for the study 
group. 


® In his decision Mr. Cunningham 
noted that some of the program 
producers who have refused to 
submit information were among 
the industry members who com- 
plained about restrictive methods 
and practices of the networks. 

Producers involved in the con- 
troversy are Screen Gems, Ziv Tel- 
evision Programs, Official Films, 
Television Programs of America, 
Entertainment Productions, MCA- 
TV and Review Productions. 

Efforts of some of the producers 
to reach a compromise with the 
commission broke down last week 
after FCC’s network staff took the 
position that it would not settle 
for less than all the detail it had 
requested. 


® In his discussion of the juris- 
dictional issue, Mr. Cunningham 
noted that producers sometimes 
exhibited their programs on net- 
works and on other occasions sold 
directly to advertisers and adver- 
tising agencies. He pointed out that 
in some instances producers or 
distributors entered into financial 
arrangements with networks pro- 
viding for joint profit sharing ar- 
rangements. 

He said the factor that respon- 
dents are not licensees or permit- 
tees of the commission is wholly 
without significance, “‘for the com- 
mission is entitled to demand rele- 
vant matters in the possession of 
all business organizations, particu- 
larly those directly involved in the 
field of television broadcasting.” = 


= 


Canadian Sales Incentive 
Companies Merge 

Reflecting the merger of Cappel, 
MacDonald & Co. and Belnap & 
Thompson (AA, April 22), parent 
companies of Sales Campaigns Ltd. 
and Belnap & Thompson (Canada) 
Ltd., Toronto, the 
Canadian sales 
incentive compa- 
nies have joined 
forces. The Ca- 
nadian operation 
will be conduct- 
ed under the 
name, Sales 
Campaigns Ltd., 
using personnel 
of both units. 

Charles R. Mc- 
Fadden, who has 
been head of Belnap & Thompson 
Ltd. and formerly headed Sales 
Campaigns, is president of the new 
enterprise. John H. MacDonald, 
former vp of Sales Campaigns, is 
exec vp and treasurer. R. E. Stro- 
bel, formerly Sales Campaigns 
president, has returned to the U. S. 
Cappel, MacDonald, Dayton, be- 
comes the owner of the merged 
companies. 


C. R. McFadden 


Reilly Joins Bohack Chain 
Robert J. Reilly, formerly with 
Fleischmann Distilling Corp., has 
joined H. C. Bohack Co., Brooklyn 
food chain, as assistant to the ad- 
vertising manager, Fred J. Haberle. 


RM |: eR SR ne os mee a, a ue lan ty a ore oi. SS es > ay oe? ee Ree ee ee | ee eee ey oS gta gee. ey ees a 
— >. See Ee, a ee eee ee ee ee ee ee 
Wes, bate Ne Se Sam ce S ot tp. oN eS ye < oe es Ue ey ace ie on ey aan PtP Oe) pees ro rkiece TE Sao ea wr ee i. a SR et a | cee el = ied : F 

is 2 BP: ae) ee a a — eh ee a oe ee i 2. (eM aan Bee ta hare, “oe SA eran ere ae Mere 55! he RS ae I ene Ms 2 eet eee a oie een a: > re 
eats? EOP age er oe Ente ae ee a Piotr! rte. Se ae Ki ie a ey <i Seamer ee i a ee re ee tg Re Gp ln et eat Bs Goals r Cia. Bee, i m ve Re ee Se a) ae * ae? 
ie coe ead eee Eig ele “ere a oe eee eee I ite = ae a ae 

‘ pire) ‘ s eee ee ees eB Rte : hoe ee Sey eee 7 aka =Ere ose fame “ 2 FSA ie ants Pi ies), oe io ae 7 i te 

ee es - } g pin dips ; Sa ke, ae a eee ios oe eee ce eae Sie ee" sich dal Rn ec TU RATES che, igual ie. 

7’ AP ay 
f 2 
ae 
6 “Seale 
: eC . 
: 
| | Pp 
Po | PO y : 
4] 
* 3 
ie oe 
eeu ag 

2 a 
a <A 

2 ¥, 
Mapes Sc are 

ri! . 

Fe 

San. 
aa, & 
my em 

2 ey J 

> Suck: 

ee 

ta 

ee 

os 4 ai 
be: “ 

- ; _ 

a : ms 

rm ; Bans. 

' rm 
Be a 
ies 

a es ee r 
ee ete > a + SoS gn Me er ke ee oe a en es J ie. cae A OP OO An ee nes on a En 2 ee iM 
ue ee i es 

i 
he 
“a 
F ; 
ade ‘ 
ly arg 
= ‘ Be 
“4 cal 
i i j ae 
er ae 
«5 ‘ = 
4 | } ik 
, ' 4 
7 —~ \ ; 
ms J 
aig a 
a ae 
ee oat 
x. oA.) ; 
fae « | 

see ee be 

new, ae ; | 
ors 

ag ‘ 
ff - 
- : 
ne e.. 
~F e 
Sa < . 
ie 7 RP 

pc eid a a 
rie om 
ee ‘ 2 

ra & | a 
7 | ix 
: 3 
7 ‘ = 
7 } e 
r — 
a “ 
oaths 
ame 
aes. 3 
7 P| ia ree 
is 
\ a 
a 
of rae 
~. Pe ie: 
a ee | 
: | a 
of ee re 
Eph | <a 
ae be | oe 
eae ii 
————-————_—sd ' 
= 7% i | 
sr a dhe 
Pike ‘ i 

So —“C:SSCSCSC(‘(SCds 5 

Be ety 

Pit A 

ae Sen 

ee 
a yy - 

: in 
se 
9S ep « 

pur } ii 

at a 

Ee # 

ae 
ae ' 

se 
rae 

po * , ae 4h 3 iy al 2 5 as * i? d, evap too es a 
Vries i is Ae ay cate eee : ria a oe as 45h oae ee Wises e Te eae ae FE SP a ge ea eet 1s Rea Psa LR yee Ree et ie erg ee evil ee Ses eS eee - m waite cng 2 5 ie. 
ies Be ee Ee se ig eg gi eg Pe ee ak en renee 
aaa 2. mee OES a a> emcee ea nee meer ite ote Ne rere ers iE tn, cial oe aie no cee er ae <a Cae sae ay es tay eee ie ie x set et one Se tn i er ten go in ey ae 9 * s 3 i : co Sone eae 
pac ae ee a ag ahi koe ee me ep el we gd 7 > ie Se RE Ae ef 3a aie we ah is, ee ma Ee AG IN © Neorg aha ia Wt, pie eae” te oly omg Mages AE ye SEY Te gr , hs Kee, Sage RO 
eee 6x yp he ae Oe tat net hati Wes a ee = ert Z iat tog iy Wee ene * ug beiteng eek BDge ai 2 one a Ae Pa Se Ae haa ee —~ ou a ie i: sie tte) or le ae Ie at ua ae eat a) 7 i= 5 * Rene one a 
aes Soe PL AF ES ee ~~ aan. ay ree i i Den eee ee ie eee mone re a TE aes ieee Pee Salk eR ny er © Oe 0 te er ees topos By tia ee 
ees 2 4 Ae: ee wpe eae Bee al Psp tee i ae Guia < Te, hy Se eee ae Bey ieee : A eed ee | ee i ts ein ey en oe, eee ceri en hes, yaa See 
ee ee a8 eee ee al erik a Dek eeeee aes T rian es mc ee ee ee oe eee niece 


One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Yes, it is important to recognize 
Metropolitan Oakland's 
commanding size as a 

market. It is equally important 
to remember this fact: 


ONLY THE 


®akland 


Any company marketing its products nationally or in 
the West is well aware of Metropolitan Oakland's im- 
portance. One quick look at Sales Management shows 
that Oakland’s home county (Alameda) has a popu- 
lation of 866,800 . . . placing it among the 20 largest 
populated counties in the nation. 


Yes, Oakland’s a big market and it will continue to 
grow because it has many advantages to offer Cali- 
fornia’s ever-increasing population . . . an ideal cli- 
mate in which to live, good schools for the children, 
and employment opportunities in all kinds of industry. 


LLOYD L. PROSSER, Media Director 


BATTEN, BARTON, DURSTINE & OSBORN, San Francisco Branch 


Cribune 


COVERS METROPOLITAN OAKLAND* 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


* Oakland judged an All-America City, December 1956. 
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Mailers Asked to 
Send ‘Best’ Samples 


to Congressmen 


Detroir, May 22—The Mail Ad- 
vertising Service Assn., Interna- 
tional, is asking its members to 
send examples of their best direct 
mail pieces to their congressmen to 
dispel the “mistaken idea” the leg- 
islators have that direct mail is 
“junk mail.” 

In a special note to members, 
the association points out that “a 
continuing nationwide education- 
al and advertising program would 


do wonders for the professional | 


direct mail industry” but that this 
would require more money than 
available now. 

“When the Foundation for the 
Advancement of Direct Mail Ad- 
vertising is launched, it may be a 
different story,” the note says. 


/tronics manufacturers. 


for members to use on the mailings 
to the congressmen and on other 
mailings. The stickers are offered 
at cost. 

“The important thing now... 
is to do as much of a public rela- 
tions job with the Congress as pos- 
sible. Since the Congress is consid- 
ering postal matters so vital to the 
existence of your business, we 
know we can count on your cooper- 
ation,” the letter concludes. + 


Brooke, Smith Adds GE Unit 
Brooke, Smith, French & Dor- 
rance, New York, has been ap- 
pointed to handle advertising for 
the specialty electronic compo- 


nents department of General Elec- | 
tric Co., Auburn, N. Y. The GE}! 
| department 
| product responsibility for the com- 


recently acquired 
pany’s hi-fi components line and 
also makes components for elec- 
Brooke, 
Smith, which also handles several 


‘Sunday’ Logo to 
Identify Metro 


Sunday Sections 


New York, May 22—Indepen- 
dently published Sunday supple- 
ments will identify themselves as 
part of Metropolitan Sunday 
Newspapers Inc. with the logo 
“Sunday” beginning May 26. 

Charles I. Kline, president of 
Metro, said the logo was con- 
ceived “as a means of easy identifi- 
cation for the existing nationwide 
pattern of locally edited Sunday 
magazines.” 

A significant change accompany- 
ing the introduction of “Sunday,” 
said Mr. Kline, is “the growing 
recognition of the development of 
urban patterns and the rapid ex- 
tension of metropolitan areas. 


|@ “These new urban markets, in 


® The association has prepared| other GE departments, succeeds | which major newspapers have an 
blue stickers with the message) Maxon Inc., which resigned the unparalleled penetration, allow na- 
“Mail Advertising Serves America” | account. 


tional advertisers to reach, on the 


most economical basis, a substan-, 
tial portion of all U.S. families | 
through ‘Sunday.’ ” 

Stephen G. Bowen, advertising 
director of Metro, said that “with 
more than 17,000,000 ABC circula- 
tion, ‘Sunday’ offers advertisers 
and their agencies a media concept 
geared to meet today’s flexible 
marketing conditions, plus dom- 
inant coverage of the strategic 
marketing areas.” + 


WGBH-TV-FM Names Gunn 

Hartford N. Gunn Jr., formerly 
assistant general manager, has 
been appointed general manager of 
WGBH-FM and WGBH-TV, Bos- 
ton. He succeeds Parker Wheatley, 
who resigned “for a variety of per- 
sonal reasons.” 


Orr Heads McBurney Office 

John W. Orr, formerly with the 
National Assn. of Manufacturers, 
has joined McBurney Public Re- 
lations Associates, Winter Park, 
Fla., as general manager of the 
New York office. 


Cherub’s choice 


This small truant from heaven is finding the world a 


wonderful place. 


For one thing, he’s so heavenly comfortable in kitten- 


soft Hanes Babywear! This 


newest addition to its famous 


underwear and sleepwear puts Hanes close to the whole 
family. And gives retailers a line that’s priced right to 


sell on sight. 


Since 1910 we have been helping P.H. Hanes Knitting 
Company remind mothers—and others—that for quality 
and value “the name’s Hanes.” With greater plant ca- 
pacity (enlarged twice recently) and this popular new 
babywear, sales should exceed record-breaking 1956! 


N. W. AYER & SON, INC. 


Philadelphia * New York * Chicago * Detroit 


San Francisco 


* Hollywood * Boston * Honolulu 


Advertising Age, May 27, 1957 


FCC Examiner 


Rules Film Men 
Must Yield Data 


(Continued from Page 3) 
day, May 27, in New York as a 
new deadline for submission of the 
material, the companies could ob- 
tain additional delays by asking 
the full commission to review his 
ruling. 

Since the issue can still be taken 
into the federal courts after the 
commission rules on the appeal, 
completion of the network regula- 
tion study faces serious delay be- 
yond the original June 30, 1957, 
target which FCC set for the study 
group. 


s In his decision Mr. Cunningham 
noted that some of the program 
producers who have refused te 
submit information were among 
the industry members who com- 
plained about restrictive methods 
and practices of the networks. 

Producers involved in the con- 
troversy are Screen Gems, Ziv Tel- 
evision Programs, Official Films, 
Television Programs of America, 
Entertainment Productions, MCA- 
TV and Review Productions. 

Efforts of some of the producers 
to reach a compromise with the 
commission broke down last week 
after FCC’s network staff took the 
position that it would not settle 
for less than all the detail it had 
requested. 


® In his discussion of the juris- 
dictional issue, Mr. Cunningham 
noted that producers sometimes 
exhibited their programs on net- 
works and on other occasions sold 
directly to advertisers and adver- 
tising agencies. He pointed out that 
in some instances producers or 
distributors entered into financial 
arrangements with networks pro- 
viding for joint profit sharing ar- 
rangements. 

He said the factor that respon- 
dents are not licensees or permit- 
tees of the commission is wholly 
without significance, “for the com- 
mission is entitled to demand rele- 
vant matters in the possession of 
all business organizations, particu- 
larly those directly involved in the 
field of television broadcasting.” = 


Canadian Sales Incentive 
Companies Merge 

Reflecting the merger of Cappel, 
MacDonald & Co. and Belnap & 
Thompson (AA, April 22), parent 
companies of Sales Campaigns Ltd. 
and Belnap & Thompson (Canada) 
Ltd., Toronto, the 
Canadian sales 
incentive compa- 
nies have joined 
forces. The Ca- 
nadian operation 
will be conduct- 
ed under the 
name, Sales 
Campaigns Ltd., 
using personnel 
of both units. 

Charles R. Mc- 
Fadden, who has 


C. R. McFadden 


| been head of Belnap & Thompson 


Ltd. and formerly headed Sales 
Campaigns, is president of the new 
enterprise. John H. MacDonald, 
former vp of Sales Campaigns, is 
exec vp and treasurer. R. E. Stro- 
bel, formerly Sales Campaigns 
president, has returned to the U. S. 
Cappel, MacDonald, Dayton, be- 
comes the owner of the merged 
companies. 


Reilly Joins Bohack Chain 
Robert J. Reilly, formerly with 
Fleischmann Distilling Corp., has 
joined H. C. Bohack Co., Brooklyn 
food chain, as assistant to the ad- 
vertising manager, Fred J. Haberle. 


eee: Paper Ret te ee ay See ee a evn, eee er ae ae eo _ ee a gmat 5 fee: 
en). Ns SOR er So). A ee ogee, i end... al at, ea ae ; 
3 a ae Sieh ee Pes ee We es ae ssid emma. ae i ae aa ll es er ce een eer ce roe bee ty east ee are a ge ~ 
aS a ClO oe 2 a i ee ore BS lial SS ee ee 
a < . 4 : fe oe TER Es 
= Bp q a 
6 pe \ 7m 
) 
} 
po | Po 4 
E 8 
of 1 Bic. 
ee ‘4 
. a { . 
ae a 
ro A 
i. mn 
cos ‘ 
pe > 
- i 
ae 
x i 
ie cs 
jo “a ea! 
i 
eas 7s ——- «Rn _ODWOO OO | ui 
os at 
é " 
7 fj Py 
aa id i 
a 
eg : 
2 . i 
’ ae 
a _—— 0 
i hi 
a J " 
1s | } ys 
cee a “—~ \ _ | 
a ee y 
hy ea i 
tcl | 
ae <Ag] 
seh ge ‘ | 
ioe } | 
seh _ 
a 
ek 
ead 7 
pees = oa 
a 4 : 
ass, < 
ee — 
ane "D ’ 
y > e ie 
7 r ; t : 
- ‘i 
~ . B 
Pm, fa 
a. J , 
inicio?” es 
; 
; = Ses 4 
ae ea 
Bice : ‘ 
- “— ee en 
aa | ai 
ey 
ae is 
- he | : : 
ee LS 
se ae %i 
: ; 
ao 4 
i Sey 
a" } 
am re o> | 3 
se ee | 
1h Re ae | i 
i ee 
meh a 
Sse ; 
er : 
fomta , : 
an i 
Pe = 
ae | ‘ 
eee | 
a £5 
i. Soe seer E SRP one i Ser tages | 1 ee ee eee ere ee a ale ile oe ees A ee et 2. ae ae al Se Se es ale Se Fon eee ey tee te 
ee (hc ge Fenn ate ria aes 2 1 aegis emanate BY CMU Sd * begs oe + a ee ie te eee ae a ae erm cuit fe ea aes ye ; se, a. 
= pate o ie eae ae ; ' ay! OSL ae i Bae aae ees a = Ree es ae e A AE hy ee eee a = Se gc par i ee : f é a Cee ee 
Me Peers re Ps Oo LL: See ieee ee Reena 6) | oe specs SS 5 aa es me eal SO RS SS ET tas aye ‘sj Se copa eercabe oo aa BIE EN Se ees is : ee 
ae ar REGEN errs ee a Wor ame 7 ESOS eee aE? ere yt at y oe ie + Wie See re a ee aad ne FR RT OP a aN, ae ‘Oiiepessed ia Pit he. Seay i See 


One of a series of comments on Metropolitan Oakland as 
a market by Pacific Coast advertising agency executives. 


Any company marketing its products nationally or in Yes, Oakland's a big market and it will continue to 

the West is well aware of Metropolitan Oakland's im- grow because it has many advantages to offer Cali- 

portance. One quick look at Sales Management shows fornia’s ever-increasing population . . . an ideal cli- 
Yes, it is important to recognize that Oakland’s home county (Alameda) has a popu- mate in which to live, good schools for the children, 
Metropolitan Oakland’s lation of 866,800 . . . placing it among the 20 largest and employment opportunities in all kinds of industry. 
commanding size as a populated counties in the nation. 


LLOYD L. PROSSER, Media Director 


market. It is equally important 
BATTEN, BARTON, DURSTINE & OSBORN, San Francisco Branch 


to remember this fact: 


ONLY THE 


Oakland Tribune 


COVERS METROPOLITAN OAKLAND* 


Daily 208,852 

Sunday 235,354 

ABC Publisher’s Statement 
March 31, 1957 


National Representatives: 
Cresmer & Woodward, Inc. 


Member Metro Sunday 
Comics Network 


* Oakland judged an All-America City, December 1956. 
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CBS Radio Stations Going Along with 
Huge Ford Order; 95% Okay Expected 


New York, May 23—There are heretofore have been programmed 
rumbles of displeasure from some|and developed by individual sta-| 


station and representative quar- 
ters, but CBS Radio expects to 
have 95% clearances on the Ford 


Motor Co. order by the time Sep-| 


tember rolls around. 
This week John Karol, sales vp 
for the network, said there are 


tions. But the letter warned—‘we 
have a feeling the network plans | 
to sell any time they possibly can.” | 

As to the second principal reason | 
for the meeting, Mr. Rivers told! 
the stations there are “no present 
prospects” for increased statement 


many problems to be worked out | payments from the network except 
on an individual market basis for|as the network business may im- 
the early morning and afternoon | prove. The letter closed on this 
periods ordered, but he added that pessimistic note: “We have made 
clearances—even at this early date|our protests and our comments 
—are coming in at a very satisfac- | have been received . . . (only) time 
tory rate. will tell what good, if any, has 
But while the network was mov- | been accomplished.” 
ing ahead on the details of clear- 
ances for the $5,500,000 worth of 
business, some of which is in sta- 


® Stations are hoping for an ad- 
justment in compensation because 
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FOR MEN—Stradivari Sportswear 
took the back cover of the first 
issue of Esquire’s Apparel Arts 
Gentlemen’s Quarterly for this 


Si) 
st 


WASHINGTON, May 23—Chances 
|for action on postal rate increases 


§ | before Congress adjourns improved 
B\today as the House post office 


committee voted to approve the 
administration’s rate schedules ex- 
actly as submitted by Postmaster 
General Arthur Summerfield. 
As approved by the committee 
the bill contemplates $462,000,000 


‘Use Caution to Skirt 
Legal Wrangles, Ad 
Agency League Told 


New York, May 22—Advertising 
agencies may find that the major- 


tion time, the head of the CBS 
Radio affiliates advisory board 


the 5% daytime increase effected 
jearlier by CBS went to the net- 


four-color ad. It will also run in| ity of their legai bouts concern cli- 


Advertising Age, May 27, 1957 


a House Group Okays Postal Rate Plan, 
Congress May Act 


Before Adjourning 


of new revenue for the year begin- 
ning July 1. If the bill were to be 
effective by that time, it would 
bring the Post Office within $189,- 
000,000 of “breaking even” on the 
basis of present costs. Through 
additional increases which become 
effective during the succeeding 
four years, revenue from the new 
rates would eventually total $527,- 
000,000. 

Over $355,000,000 of the new 
revenue in the bill comes from the 
l¢ increase in rates for first class 
and air mail letters and postcards. 
The second largest item is the 
$128,000,000 hike for third class, 
including a $20 per thousand bulk 
rate on July 1 and $25 per thous- 
and effective July 1, 1959. 


s Approval of the bill had been 


sent a letter to the stations pointing | work while the stations are absorb- 
out that the board is “not happy | ing part of the nighttime reduction. 
about the network’s present sales| The Ford clearance dilemma 
and programming policies.” ‘centers around three shows—the 
five-minute musical ordered some- 
s This week John M. Rivers of|time between 7 and 7:35 a.m. 
WCFC, Charleston, S. C., and|(EDT), the five-minute segment 
chairman of the board, sent a let-| of “World News Roundup” ordered 
ter to CBS stations to report onjat 8 am. (EDT) and the new 
the board’s meeting with network| Arthur Godfrey program ordered 
officials here on May 15. | from 5:05 to 5:30 p.m. (EDT). All 
The letter noted that the board/|these are in periods where strong 
had two major topics in mind for|radio stations are already over- 
that special meeting—the Ford or- | crowded with customers. They are 
der and improvement of station|also outside the current network 
payments. But Mr. Rivers said | option time limits. Stations now 
the board decided not to discuss|sell “World News Roundup” on a 
the Ford business with CBS since |co-op basis. 
it considered this a matter for in- There is no reluctance on clear- 
dividual negotiation between the | ances for Edward R. Murrow (7:45 
network and the affiliated stations.|to 8 p.m. EDT), who falls in the 
However, the letter went on to hard to sell nighttime, and little 
say that the board “deplored” the|reluctance on the weekend order 
network’s entry into times that | for six five-minute musicals. + 


, the charges that the process is not 
new “is surprising to us because 
|we worked on the problems in- 
volved with no knowledge that 


to Engraving Claims 
Despite Challenges | oihers were making use of such 8 


Cuicaco, May 24—ApbvERTISING| “The Convertaplate process,” he 
Act has received statements from |said, “takes advantage of certain 
seven photoengravers this past|basic principles of photo-optics, 
week challenging claims by Jahn &| printing and photoengraving and 
Ollier Engraving Co., Chicago, that puts them together in technically 
it has developed a new process for | useful sequence to give extended 
converting fine screen magazine|or additional use to plates made 
ad plates to r.o.p. newspaper plates. | for other purposes.” 

The claims were contained in a “The type of camera used is not 
story published in the May 20 Ap-| important. The procedure does not 
VERTISING AGE reporting initial use| depend upon photography alone 
of Jahn & Ollier’s Convertaplate | for its final result. It is a combin- 
process on a Sears, Roebuck r.o.p. ation of procedures and tech- 
ad in the Chicago Tribune. niques we have worked out for 

Jahn & Ollier, meanwhile, is| ourselves. The exact details of 
sticking to its claim that its process | what we do and how we do it are 
is new and that it saves on produc- | Secrets that we wish to guard.” + 


tion costs. 
In one letter challenging the| Hearst Subsidiary 
claims, Harry E. Collins of Collins, é . 
Miller & Hutchings Photoengrav-| to Distribute Pines 
ers, Chicago, asserts that “the con- | | 
version process used to make the Books, ‘U.S. Camera’ 
engravings mentioned in the article ; 
has been used for at least five years li New oe May 23—Pines Pub- 
by several Chicago photoengravers, ee ene last week ~¥" not 
as well as engravers in other parts | "°@ y to indicate any switch from 
of the country.” pevmecre News on. today an- 
In a similar letter, Rudolph Koe- | Pounced its line of magazines and 
nig, president of Revere Photo En- se s ‘ee e handled by Inter- 
graving Co., Chicago, says that) nationa irculation Distributors, 


“Revere has been making plates | a subsidiary of the Hearst Corp. 
| 


as described [in the article] for|s pines line includes Silver Screen, 
over three years. This process was| Screenland, Real, See, Dennis the 
developed by the Klimsch Co. in| Menace, Popular Library and 
Germany and is in more or less 


Jahn & Ollier Sticks 


Eagle Books. ) 


general use.” 


s Reaffirming Jahn & Ollier’s 
claims, C. Gordon Brightman, vp, 
says his company’s process is defi- 
nitely different from procedures 
used by other engravers and the 
company is not interested in spell- 
ing out that difference for compet- 
itive engravers. 


In a statement to ADVERTISING 


Ace this week, Mr. Brightman said | 


from ANC, is moving its distri- 
bution to Macfadden. U.S. Camera 
also said it is joining the Hearst 
subsidiary for distribution. # 


WTIC-TV Names Sales Unit 

Harrington, Righter & Parsons, | 
has been named national represen- | 
tative for WTIC-TV, Hartford, 
Conn., which will go on the ait | 
about Sept. 1. | 


Men’s Wear. Robert B. Grady Co. jent termination matters and media 


is the agency. 


Esquire Launches 
New ‘Gentlemen’‘s 
Quarterly’ June 3 


New York, May 23—In about a 
week, the first copies of Esquire 
Inc.’s Apparel Arts Gentlemen’s 
Quarterly will be on their way to 
dealers. It will turn up, priced 
at $1, on selected newsstands June 
3. 


The new Esquire venture is cal- 
culated to bridge a gap between a 
business paper and a consumer 


magazine. It is referred to by some | 


Esquire executives as “a male 
Vogue.” Where Apparel Arts had 
a trade circulation of about 18,000, 
it is anticipated that Gentlemen’s 
Quarterly will have 35-40,000 buy- 
ers, although its rate is that of 
Apparel Arts (around $600 a bew 
page). 


# Ultimately, the new quarterly 
will have general newsstand dis- 
tribution. The first issue will de- 
pend basically on sales through 


| men’s stores; about 200 will handle 


the issue. 

The company is considerably 
cheered by the new book’s recep- 
tion in the trade. More than 200 
pages of advertising are in the 
initial issue, and more than 200 re- 
tailers are tying-in on promotions 
involving the quarterly. 


® The publisher figures that pass- 
along readership will be tremen- 
dous and that somewhere around 
500,000 men will see the initial 
issue. 

In addition to retailers and news- 
stands, copies will go to fraternity 
houses, men’s clubs, barber shop 
chains, women’s beauty salons and 
“shops at sea” on cruise and steam- 
ship lines. + 


relations in one way or another, 


and that proper caution can pre- 
vent the development of about 
two-thirds of these cases. 

One of four scheduled speakers, 
Morton J. Simon, specialist in ad- 
vertising law, made these observa- 
tions in a talk before the League 
of Advertising Agencies last night. 
|He estimated that only about 2% 
|of an agency’s legal headaches re- 
ceive any sort of publicity. 

“An advertising agency’s legal 
problems, in the aggregate, resem- 
ble very much the proverbial ice- 
berg which floats with its vast bulk 
below the surface and shows only 
its intriguing peaks,” he said. 


= Mr. Simon gave an analysis of 
/ his most recent 300 consecutive ad- 
| vertising cases (except for routine 


delayed for two weeks while com- 
mittee members tried unsuccess- 
fully to work up a new formula 


| to put the bulk of the second class 
| increases on the large circulation 
|magazines, while sparing the 
“small” magazines. 

As finally approved by the com- 
mittee the bill retains the depart- 
ment’s proposal to increase pound 
and zone rate on publishers second 
class by 15% annually for four suc- 
|cessive years to raise $31,000,000. 
|In addition, the minimum piece 
|rate for second class is increased 
\from %¢ to %¢, for another $1,- 
| 000,000. The rate on all controlled 
circulation business publications, 
| regardless of weight, would be 12¢ 
a pound, adding $700,000 to the de- 
partment’s income. 
| 


matters), involving 69 agencies in) s The actual significance of rate 
24 cities, and broke them down ac-| jncreases in terms of a “balanced” 
cording to the type and frequency | postal budget became more con- 


cases he termed “adversary,” the 
remaining 41, “non-adversary.”’ 

“By ‘adversary’ matters I mean 
|cases in which there is a definite 
conflict of interest and position and 
which, if not resolved by settle- 
ment, would eventually result in 
ladverse litigation. The ‘non-ad- 
versary’ group includes situations 
which by their very nature are 
merely negotiations and which 
'would not result in litigation 
should the parties not resolve their 
| differences ... almost entirely what 
| we might call administrative mat- 
| ters,” explained the attorney. 


|e The 259 “adversary” matters 
concerned, in their order of fre- 
quency: agency-advertiser termi- 
| nation matters, 40%; agency-me- 
dia disputes, 25%; copy claims, 
15%; literary property complica- 
tions, 10%; right of privacy clairns, 
7%, and claims for account piracy 
and conspiracy, 3%. 

Of the 41 “non-adversary” mat- 
|ters, 15, or 37%, were concerned 
with agency estate planning and 


~~ | stock plans; 27% with employment 


+ 


Ziff-Davis, another departing| Him 


ALBERT J. MALESKE has been appoint- 
ed advertising manager of Libby, 
McNeill & Libby, succeeding Alex 
Rogers, who has retired. With the 
company since 1938, he has been 


| contracts; 19% with agency merg- 
lers; 15% with agency dissolutions, 
land 2% with the sale of agency 


mergers, dissolutions and _ the 
branch office sale involved stock 
valuation calculations. 


|@ Mr. Simon urged the use of con- 
tracts and counsel to avoid landing 
in the courtroom. 

“I estimate that 80% of the ter- 


branch offices. All the stock plans, | 


of legal involvement. 259 of the/ fused this week as pressure mount- 


|}ed for an immediate wage increase 
|for postal workers, which would 
increase postal costs by just about 
the same amount as the rate bill 
| would increase postal revenue. 

While the decision to recom- 
mend a 60% hike in second class 
rates over a four-year period has 
been strongly resisted by publish- 
ers who fear it is more than they 
can absorb, the second class in- 
creases cleared by the committee 
today represent a withdrawal from 
the harsh stand which the com- 
|mittee had taken on second class. 

Under the bill cleared by the 
committee in May, 1956, a proposal 
for two annual 15% increases on 
second class submitted by the Post 
| Office was scrapped. In its place 
|the committee inserted its own 
substitute contemplating a 120% 
hike in the rate on advertising por- 
tions of publications over a five- 
year period. In contrast to this, 
this year’s rate bill is tougher on 
third class. Where the 1956 bill 
sought only a $20 per thousand 
bulk rate, the new plan visualizes 
a $20 per thousand bulk rate for 
two years beginning July 1, and 
a $25 per thousand bulk rate ef- 
| fective on July 1, 1959. 

Since there is influential op- 
position to the rate bill on the Sen- 
ate side, approval by the House 
committee merely gives the admin- 
istration a “fighting chance.” + 


HENRY STEELE BOKHOF 
Cuicaco, May 21—Henry Steele 
|'Bokhof, a Chicago advertising 


mination cases can be avoided by | 


vertiser contracts when the agency 
| is first retained,” he said, and add- 
| ed that this also applies to matters 
|involving copy claims and account 
piracy, he maintained. 
A second speaker, 
Leonard M. Frackman, empha- 
|sized the necessity of doing busi- 
|ness with reputable people as the 


attorney 


the use of appropriate agency-ad- | 


man for 30 years, died May 12 at 
his home in Glenview, a Chicago 
| suburb. 

Mr. Bokhof was a group copy 
director at Tatham-Laird. He was 
a former vp of Foote, Cone & 
| Belding, Chicago. Previously, he 
| was associated with Beaumont & 
Hohman in Cleveland and the 
McJunkin Agency, Chicago. 

| A native of Dixon, Ill., Mr. Bok- 


| 


sales promotion manager since | best protection against litigation! hof was graduated from Harvard 
University in 1927. 


1954. 


| and its perils. + 
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DETAILED SURVEY BY 


American Research Bureau 


hen SHOWS: 


more than twice as many people think 


The Washington Star 


has the best section in town for 


Help Wanted 


The Star has been Washington's first and foremost newspaper for Help Wanted 
advertising as long as we can remember. The Star is the paper Washingtonians 
automatically turn to when they are interested in greener pastures and bigger and 
better job opportunities. 


A current survey by the American Research Bureau proves it. Of all persons 
interviewed, more than 2 to | voiced a preference for the Help Wanted section 
of the Washington Star over the same section in the Post-Times Herald. 

The Star is the paper read by the particular type of men you are searching for 
to carry forward your projects in all branches of engineering, electronics, physics, 
missiles, etc. 

If you are hard pressed for scientists, engineers and technicians of specialized 
skills, you will get your best response from Washington, D. C. by placing your 
Help Wanted ads in The Washington Star. The Star regularly carries more 
classified ads than any other Washington paper because The Star consistently 
produces the quickest and best results. 


The Washington Star 


EVENING AND SUNDAY ¥ WASHINGTON, D. C. 


Represented nationally by: O'Mara and Ormsbee, Inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — los Angeles — San Francisco 
Special Florida repr tative: The | d Co., 311 Lincoln Road, Miami Beach, Florida 
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OTTO LAESCH OWNS HIS FARM of 240 fertile acres and raises corn, head of dairy cattle. They have a flock of more than 800 laying hens 
oats, soybeans and alfalfa hay. He and his five sons care for over 70 producing the finest grade “‘A”’ eggs. Mrs. Laesch, of course, is in charge 


MORE HORSEPOWER...MORE HOUSEPOWER... 
4 ORE SALESPOWER® 


For fast sales action, Hardware Dealers 
choose Midwest Unit Farm Papers 8 to 1 


GET MORE DEALER ACTION WITH 
MIDWEST UNIT FARM PAPERS 


MIDWEST UNIT 
FARM PAPERS 


FARM 
—" HARDWARE WHOLESALERS asked 
4,186 dealers: In what farm publica- 
M Hn tion do you prefer to see advertising 
B for merchandise you sell?” Their 
FARM preference, based on 1,216 replies, 
MAGAZINE are shown here. Other dealer pref- 
erence surveys available on request. 


JOHN CLARK, NORMAL, ILL. HARDWARE DEALER, considers the Laeschs some 300 items of hardware and other supplies Midwest farmers plan 
among his best customers. They are shown here consulting him about to buy in 1957 are listed in our 12th annual “Buying Intentions” survey. 
new power tools for their farm workshop. The amazing quantities of | Write for your copy to help determine your Midwest sales potential. 
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of their modern farm home, as completely equipped with modern com- 
forts and conveniences as any to be found in cities. 


EVER SINCE HE WAS A BO 
Laesch has been an avid reader of Prairie Farmer. ““Buy- 
ing our new bulk milk cooler was an idea that came from 
Prairie Farmer,’ he reported. 


KEEP IN MIND the Otto Laesch family of 
McLean County, Illinois and their big, mod- 
ern, power-equipped farm in planning your 
advertising campaign in Midwest Unit Farm 
Papers. 

The Laeschs, and 1,286,992 families like 
them, make up the $9.5 billion market for 
your products in 8 Midwest states. It’s the 
market on which to concentrate because — 


@ Midwest farm incomes are more than double 
the national average. 


e Farmers are Midwest retailers’ biggest and 
best customers of both consumer goods and 
products they need in their business. 


e Only localized Midwest Unit Farm Paper 
offers such complete and deep penetration of 
this richest farm market in the world. 


Midwest Unit Farm Papers, read by prac- 
tically every farm family in the region, are 
preferred by a better than 3 to 1 margin 
over the second ranking farm publication. 


These facts explain why dealers also pre- 
fer Midwest Unit Farm Papers for adver- 
tising of products they sell (see chart), and 
why advertisers themselves, alert to the 
value of dealer support, have given the Unit 
a lineage gain of over 50% since 1948 com- 
pared with 7% for the farm publication in 
second place. 


So, for more salespower in your advertis- 
ing, buy the Unit—one order, one plate at a 
substantial savings in rates. 


“ 
ms 
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MR. AND MRS. LAESCH and their five 


sons, Willis, 18, Darrel, 17, 
Vernon, 15, Everett, 12, and Marvin, 11, are shown here at a meeting 
of the family board of directors involving purchase of new equipment. 


SELL FIRST WHERE SALES 


The reason more advertisers are putting the Midwest Farm Paper Unit at 
the head of their farm market schedules is the need to make advertising 
more selective. Coverage in the world’s richest farm market is basic and 
the Midwest Unit Farm Papers offer: 


MORE ADVERTISING FLEXIBILITY: Localized Mia- 


west Unit Farm Papers allow you to key your advertising to each of their 
respective markets. Vary product, copy appeal, timing and size if you wish. 
List your dealers by states. 


MORE PRESTIGE: Midwest Unit Farm Papers enjoy highest 
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riculturist 


... through the midwest medium that gives you MORE! 


Actvitinti ese FARMING IS BIG BUSINESS AND GOOD LIVING 


MIDWEST 2”"/" UNIT 


THE RECREATION ROOM in the modern Laesch home illustrates what 
we mean by saying “‘In the Midwest farming is big business and good 
living.”” Midwest farmers own, earn and buy more—almost twice as 
much as the average U.S. farmer. 


COME FASTER AND BIGGER 


prestige because their farm family subscribers know these publications are 
published exclusively for them. 


MORE IMPACTS Your interests are best served by the medium 
that is directed at the local level, caters to local needs and closer coopera- 
tion from local dealers. 


MORE DIRECT RESULTS: Midwest Unit Farm Papers let 


you pin-point your sales efforts, gear them to sales potentials, check the 
results in sales. No other medium can give you such complete penetration 
in the basic farm market. 


SALES OFFICES AT: 35 E. Wacker 
Drive, Chicago 1 . . . 250 Park 
Avenue, New York 17, New York 
...110 Sutter Street, San Fran- 
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Paane Fanuen 


cisco 5... 672 South Lafayette 
Park Place, Los Angeles 57. 
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A Not-So-Good Reputation 


The May 20 issue of Newsweek has a special report on “Those Big- 
Figure Expense Accounts.” Our prosperity, the report concedes, rests 
on a solid base of production and sales, but “its facade is brightened 
considerably by a host of deductibles—the appurtenances, from first 
class fares to crepes suzette, that many employes can rarely afford on 
their own incomes but can enjoy when traveling on an expense ac- 
count.” 

How does the spending go? Well, says Newsweek, the low man on 
the expense account totem pole is the government employe who gets 
only $12 a day to cover practically everything, whereas it takes about 
$50 a day to keep a salesman on the road. Companies in the hard 
goods field usually outspend soft goods manufacturers, whose profit 
margins are usually lower, Newsweek reports, and adds: 

“The biggest spenders of all are the advertising, public relations, 
and entertainment industries.” 

There’s more, like this: 

“New York, Chicago, and Los Angeles are full of advertising ac- 
count executives, television time buyers and time salesmen, theatrical 
agents, and a raft of other communications specialists who almost 
never eat lunch, take a taxi ride, or have a drink not charged to the 
expense account... .” And again: 

“‘One thing that can be tough in our business,’ says a Chicago ad- 
vertising executive, ‘is to get assigned to the account of a firm in a 
small town in Michigan or Indiana, or some place like that. These 
clients generally expect you to see them in their offices, and believe 
me, life can get pretty rough. I’ve even had the president of a firm 
invite me to lunch and end up spreading homemade chicken salad 
sandwiches on his desk’.” 

Funny thing; we don’t believe the Newsweek report exaggerates. 
There are some admen who beiieve (or profess to believe because 
they think they are supposed to) that no more revolting development 
can occur than to eat lunch in the client’s cafeteria or off the client’s 
desk. But there are also a good many who find nothing at a]l revolting 
about such a development. 

The point is that the advertising business seems to have too many 
characters around who give it a reputation for waste, lack of stability, 
too much drinking and gadding about and too little regard for the so- 
called homely virtues. 

A certain amount of the attributes commonly associated with 
“genius” undoubtedly provides a useful aura for the business; but in 
this instance as in so many others, moderation is to be admired. 


Smartness, for the Millions 


At the Toilet Goods Assn. meeting earlier this month, Don Frost, 
ad director for Bristol-Myers, talked about the problems of creating 
and maintaining a personality for a product. He made the point that 
having once determined the personality you are attempting to create 
for the product, it is important to bend all elements of marketing and 
promotion toward that end, including media which will contribute 
their own background and aura to the impression you are trying to 
develop. For example: 

“If you’re trying to develop a concept of quality, smartness, so- 
phistication in a product through print advertising, you use magazines 
which reflect these same attributes in their own personalities. If 
you're using television or radio, you attempt to select a program 
that will give you a backdrop for the presentation of your product 


—H. J. Holt, New Equipment Digest, Cleveland. 


“He called from Oslo about sponsoring the Tennessee Ernie Fjord 
show on Norwegian tv.” 


which will further enhance the personality you are trying to estab- 
lish for it.” 

This is all perfectly sound, and we agree with it. But at the same 
time it points up a dilemma that has plagued some magazines and 
some newspapers and radio and television programs. Practically no 
one is willing to admit that he is trying to create a product per- 
sonality which is anything but glamorous, smart, sophisticated, etc. 

So, following Mr. Frost’s reasoning, he looks for media which 
mirror these qualities. But he is interested in selling to the millions, 
and the smarter and more sophisticated and glamorous the medium 
or the vehicle may be, the less likely it is to appeal to the millions. 

So then what? So too often the excellent work-a-day media which 
don’t measure up to some adman’s glamor scale are left off lists 
when they might really do a sales job with the logical product buyers 
who read them (or look at them) to the exclusion of the more so- 
phisticated magazines or programs. 


What They’re Saying 


get his money’s worth. And as he 
does participate, he must add 


Trademarks Preferred 

At the 1956 meeting of the} 
spring clinic conducted by the 
School of Pharmacy, University of 
Buffalo, one eminent member of 
the faculty of the university’s mand on a magazine as a conse- 
school of medicine denounced pre- | quence. Each issue must stand the 
scribing drugs under trademark | test of whether it has made some 
designations and expressed him- permanent contribution to the 
self as strongly in favor of generic reader’s social, cultural or intel- 
names. 

At the 1957 meeting of the spring 
clinic, recently held in Buffalo, 
this same physician said that he 
had changed his mind and that he 
now favors using the trademark of 
the drug for prescription specifi- | 
cations. 

Among his reasons were that the lIt’'s a Curse 
generic name is not generally | atid eee elewiehee wis 
known, often difficult to recall, 
and does not identify the manufac- 
turer as the source of the drug. The 


into it. 
This places a more rigorous de- 


the welfare or progress of the 
world around us. This is the mark | 
‘of its maturity, and the price of its 
permanency. 
Thompson Co., 


zine Publishers Assn. 
White Sulphur Springs on May 6 


largely by 


something to what the editers put 


lectual life—some contribution to | 


Norman Strouse, president, J. Walter 
speaking at the Maga- 
meeting at 


most 
popular and are paid for very 
the manufacturers of 


Advertising Age, May 27, 1957 


| Rough Proofs 


“Leaving present job,” says a 
classified advertiser, “because I 
don’t want my kids brought up in 
New York.” 

He must have heard those ru- 
mors about the Giants and Dodgers 
getting ready to leave town. 


FTC says those “white coat” tv 
spots being used by American 
Chicle Co. “seek to create the im- 
pression that Rolaids are endorsed 
by doctors.” 

The white-coated citizens 
include orderlies, bus boys 
bartenders. 


also 
and 


Oasis is the latest entry in the 
mentholated filter cigaret field, and 
the product image it creates might 
be described by some people as 
very cool. 


7 

“Downtown retailers plan pro- 
motion war on shopping centers,” 
reports the world’s greatest adver- 
tising journal. 

And strangely enough it’s the 
downtown retailers whose 
branches occupy most of the space 
in the shopping centers. 


° 
“Summerfield asks more funds,” 
the story says. 
And like Oliver Twist, his re- 
quests for more may not mean that 
he’s going to get it. 


. 

| Pat Weaver's program service, it 
says here, “plugs concepts he de- 
plored as net boss.” 

| Who was it said, “Consistency is 
the hobgoblin of little minds”? 


| Central Ohio, says Station 
WBNS, Columbus, has a mean 
| temperature of 53.6 degrees. 

If you're talking about what is 
expected of May weather, that is 
pretty mean. 

. 

Sports Illustrated reports, “We 
know an exec vp who gets out and 
runs a mile in a sweatsuit every 
morning.” 

With a stopwatch? 
| ° 
| Population Reference Bureau 
| Says somewhat pessimistically that 
rapid population increases do not 
necessarily mean more business in 
| the long run. 

All they mean is that dads have 
to step up their pace for the short 
run. 


John W. Straus of Macy’s re- 
j\fers to the merchandising of 
“phantasmagorical perfume.” 


trademark, on the other hand, is 
well publicized to the profession, 
identifies the drug in a definite, | 
trustworthy manner, and sharply | 


er. 


Trade News. 


associates it with the manufactur- | 


—Editorial in the May 6 issue of Drug 


beer and cigarets, and the adver- | But don’t tell the gals that’s what 


lica *s most popular sports. 


Peter Harrison, young foreign farm- | 
er trainee under the AFBF-State De- 
reporting on his 
experience on a Waterloo, Ia., farm in 


partment program, 


Iowa Farm Bureau Spokesman. 


| tising to my mind is a curse! Shoot- | they’re buying. 
| ing and fishing are amongst Amer- | 


“The automobile people,” re- 
marks Congressman George Ma- 
hon, “know their cars are uncom- 
|fortable and absurdly configur- 


| ated.” 


Magazines Are Different Perhaps They are no doubt keeping it a 
You might say that magazines | We've been saddened many  well-guarded secret from their ad 
differ from other media in some- | times by tvy’s consistent lack of | departments. 


|what the same way that spectator |800d taste. Perhaps this lack of 
sports differ from participation | 8904 taste can be explained by “4 
sports. You can look at television, |f@ct that at the networks women) Now that Hertz is going to offer 
listen to radio, or be exposed to|@T@ permitted to be players but), fy-it-yourself plane service, 
outdoor posters—you may even|"ever policy-makers with office) why not offer a drive-it-yourself 
| be content to scan the topical news Status. fishing boat that knows all the 
‘in the daily press—but the reader | ‘ie ,& | good spots? 

| ent participate in a magazine to | 


Johnstone, president, | 


speaking before the | 


Young Executives in Sales Club in 
New York. | 


Copy Cus. 
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Starch survey shows: 


OUTSTANDING READERSHIP 


OF ADVERTISING IN SCVCIICAl 


17 firsts, 
7 seconds, 


2 thirds, 
1 fourth 


it’s easier to START a habit than to STOP one! 


Young Women Under 20 read this advertising because 


they have money to spend—from Dad’s generosity, 
through Mom’s charge account and out of their own 
earnings and allowance of more than $4,000,000,000 a 


year—and no taxes to pay! This ability to buy creates 


amazing advertising attention! Proof: Starch studies 


of advertising readership in 14 representative maga- 
zines show that advertisements in SEVENTEEN are 


the best read. Out of 27 comparable Starch readership 
ratings*, SEVENTEEN scored 17 firsts, 7 seconds, 
2 thirds and 1 fourth! 

Such high readership of SEVENTEEN’s advertising 
pages has special significance because SEVENTEEN’s 
readers are at the most impressionable age—under 20. 


Now—before fixed buying habits have set in—they’re 
first-time customers for silverware, luggage, china, 


glassware, small appliances, fine jewelry and 
many other major items. 

To make a lasting impression on these customers, 
sell them NOW in SEVENTEEN—the magazine that 
in just 3 issues reaches 75% of ALL the Young Women 


Under 20 in America**. 


*Noted, Seen-Associated, Read Most 
**Gilbert Youth Research 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 
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The human nose is being pushed around! It can’t be sure of anything 
any more. And Science is to blame! Men spend long hours in the laboratories, inventing 
magic formulas for removing the natural odor of things. Others take equal time to de- 
vise ways of introducing fragrances and flavors into places where they never existed. 

It’s got to stop, say we! Let things be as they really are! 

You'll be glad to know we’re doing our bit. In ‘‘The Silent Service,” 
our hot new syndicated TV film series about the men who man the nation’s submarines, 
we really plumb the depths. We go to extraordinary lengths—on location, amidst the 
perils of the deep—to capture that true briny flavor. Why, you can practically breathe 
the diesel. The salt spray stings to high heaven. The pitch and roll, the sweat and grime, 
the sights and sounds and smells—they’re all there, all real. And some scientist thinks 
he’s going to filter the breath of reality out of our series? We'll see him inhale first! 

And we’ve got friends, too. CNP, as more and more people are find- 
ing out, insists on giving local, regional and spot advertisers first crack at first-class 
product. But do you suppose that this is the reason ‘‘The Silent Service” has now been 
bought in more than 100 markets, including 21 of the country’s top 25? Nonsense! It’s 
the zesty savor of reality that gets ’em! NBC TELEVISION FILMS a division of 


CALIFORNIA NATIONAL PRODUCTIONS, INC. 
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TV-Radio Club Elects Tripp Nigel Cholmeley-Jones Retires 

Alan Tripp, Bauer & Tripp,| Nigel Cholmeley-Jones will end 
has been elected president of the a 45-year career in the publishing 
Philadelphia Television & Radio | field when he retires May 31 from 
Advertising Club. Other officers | the advertising department of Na- 
are Robert M. McGredy, WCAU-|tional Geographic Magazine. He 
TV, vp; Morton Simon, attorney,| has been with Geographic 21 years. 
vp and counsel; Murray Arnold,| Before that he was a vp of Paul 
WPEN, treasurer, and Doris Scheu- | Block & Associates and was with 
er, Bauer & Tripp, secretary. McClure’s Magazine. 


Excerpt from Starch 51st 
Consumer Magazine Report: 


35% of all 
glls Magazine households 
surveyed spent more 
than $500 for wearing apparel 
during the past 12 months. 
This is exceeded by only 4 
of the 54 magazines 
appearing in the 
report. 


1,176,014 Elks comprise a 

mass market with class incomes 
the median of which is $6,050. 
The Starch 51st Consumer 
Magazine Report gives the 
complete picture. Just write or 
phone to see a copy. 


THE MAGAZINE 


New York + Chicago + Los Angeles - Portland, Ore. 


KMOX Radio Week 
Push Draws 60% 
Bigger Response 


St. Louis, May 21—KMOX’s 
National Radio Week “popularity 
contest” pulled a record 419,805 
pieces of mail in seven days, ac- 
cording to Robert F. Hyland, gen- 
eral manager of the CBS outlet. 
The peak for one day was 90,000. 

18 KMOX air personalities gave 
away either a portable or a clock 
radio per day, May 5 through 11, 
on their feature programs. 

The 1957 KMOX promotion 
topped last year’s mail response 
by 168,767—a 60% increase. 

Mail came from every county 
in the listening area of southern II- 
linois and eastern Missouri, from 
44 states and from Mexico and 
Canada. 

“Someone mailed a card to 
KMOX every two seconds during 
the seven-day observance,” Mr. 
Hyland stated. 

KMOX received one postcard 
for every 2.3 radio homes in its 
84-county basic service area. + 


Koenig Named Ad Director 

Stanley W. Koenig has been pro- 
moted to director of advertising of 
Olin Mathieson Chemical Corp., 
New York. The post has been va- | 
cant since Robert Cole left at the) 
end of 1955. Mr. Koenig joined 
the advertising department of Olin 
Industries in 1948 and became as- 
sistant director of advertising in 
1955, shortly after the merger of 
Olin with Mathieson Chemical 
Corp. 


NBC-TV Adds Sales Unit 

NBC Television, New York, has 
set up a new tv station sales unit 
whose assignment will be to con-| 
| vince sponsors and agencies of the | 
advisability of using larger net-| 
work station lineups for their 
shows. Operating within the tv 
|sales service department, the unit 
| will be headed by Herbert Clarke, 
formerly NBC-TV station sales 
‘ representative. 


Measuring a publication's influence 
by its circulation is like judging a 
man s character by his weight. 


Advertising Age, May 27, 1957 


Getting Personal 


King Rice, president of Technical Publishing Co., Chicago, and 
Mrs. Rice are touring Europe in a Jaguar which they purchased 
after arrival. They will bring it back to the states, returning about 
July 1, which is also the 
scheduled date for the com- 
pany’s move to its new 
building in Barrington, Ill... 

Norman Johnson, circula- 
tion director of the Times, 
Hartford, Conn., was hon- 
ored at a testimonial dinner 
not long ago, marking his 
45th year with the Gannett 
Group afternoon daily. . . 

Bert S. Gittins, president 
of Bert S. Gittins Adver- 
tising Inc., Milwaukee, has 
been named publicity vice- 
chairman for the 1957 Com- 
munity Chest campaign. He 
will head ten publicity and 
promotion subcommittees 
handling radio and televi- 
sion publicity, newspaper 


CONTEST WINNERS—Gordon Davis, 


general manager of KYW, the 
Westinghouse radio station in 
Cleveland, and Mrs. Davis are off 
to Europe for a four-week tour, 


advertisements, special 
events and other projects for 
the campaign. . . 

Irwin Maier, exec vp of 
the Milwaukee Journal, was 
among three Wisconsin men 


honored at a Milwaukee din- 
ner May 14 by the Wiscon- 
sin region of the National 
Conference of Christians and 
Jews. The three were chosen 
as representatives of major 
faiths prominent in national 
conference efforts to improve 
relations among religious, racial and ethnic groups. . . 

John Bassett Jr., chairman and publisher of the Toronto Tele- 
gram, received the sixth annual Canadian B’nai B’rith Humanitari- 
an Award at the Eastern Canadian Council, B’nai B’rith confer- 
ence in Toronto, May 5... 


one of four identical prizes of- 
fered by WBC in a contest among 
its radio and tv stations during 
1956. Mr. Davis won his for top 
performance as program manager 
of KYW, then in Philadelphia. 


<a 
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. , | 
JUNIOR ARTIST—F red Walsh, head of Cunningham & Walsh, awards a 


prize to four-year-old Lori Chips (daughter of art director Ervine 
Chips), one of the winners in C&W’s 7th annual children’s art show. 


After ten years with Young & Rubicam, Chicago, Lois Quick has 
resigned to await the stork’s arrival in July. Her husband, Bob, is 
merchandising director of W. E. Long Co... 

March 29 was the birthday of Dixon, baby son and first child of 
Clayton Kaufman, manager of promotion and publicity at Station 
WCCO, Minneapolis, and his wife Nancy. . .A Chicago newcomer is 
Stephan Alan, born on April 24—second boy for Robert Witt, general 
manager of Garfield-Linn & Co., and his wife Diane. . . 

Elon G. Borton, Advertising Federation head, has been awarded 
the medal for distinguished service to journalism and advertising 
by the University of Missouri School of Journalism. . . 

Norman Knight, exec vp of WNAC, WNAC-TV and the Yankee 
Network, has been honored for his “contributions to radio and tv in 
New England and nationally” by the Boston University Psi chapter 
of Alpha Epsilon Rho... 

Terry Murray, research account head at Ted Bates & Co., played 
his second piano recital in Town Hall May 2—his impressive pro- 
gram consisting of Haydn’s F minor Variations, Mozart’s Fantasy 
and Sonata in C minor, three pieces by Charles Ives, Brahms’ “Pag- 
anini” Variations and shorter works by Faure and Debussy. . . 

Carole Meltzer, actress-singer, was married May 19 to Lou Marget, 
of MCA-TV’s promotion department and son of Manny Marget, 
manager of KVOX-Radio, Moorhead, Minn. . . 

It’s a daughter, Karen, born April 30 to Mr. and Mrs. Charles 
A. Palma. Papa is a film editor with Transfilm Inc., New York.. . 

While attending the National Newspaper Promotion Assn. con- 
vention in New Orleans Court Conlee, promotion manager of the 
Milwaukee Journal, pursued his favorite hobby—collecting authen- 
tic miniature cannons. Court eyed longingly one cannon with a $250 
price tag, but finally settled for two others, each of which called for 
considerably smaller cash outlay... 
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Sh “hak 
and so has a dramatic 


new concept of 
mass media buying! 


ALFRED POLITZ SAYS: 


The overall relationship between people and a magazine involves far 


more than the mechanical act of reading. This study of the readers of 
The Saturday Evening Post widens and extends knowledge of this total rela- 


tionship by applying objective measurements to the questions: 


1. What does The Saturday Evening Post do 
to its readers? Having established who the readers are, how 
do they read the magazine? What purposes does it serve in the 


minds of its readers? What are their feelings about the magazine? 


2. What do the readers do to other people as 
a result of reading the Post? How do readers respond 
to the magazine? To what extent do they discuss and recommend 


the magazine and its contents? What do they discuss and recommend? 


We believe this study provides significant new information on the oppor- 


tunities The Saturday Evening Post provides advertisers and agencies to 


influence their markets. 7 oly. 
Atfred F Media Studies 


ST Seilth POST ff INFLUENTIAL 
POST : 


-the mass market of active influence 
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THE INFLUENTIAL 


...1S aman 
....sawoman 
...I$ a plural? 


That’s right!. For the POST-INFLUENTIAL isn’t just 
one person. There are millions of INFLUENTIALS. 
They are people of either sex and of any age (usually 


youngish). People from any income bracket, too (though they tend 
to be fairly well heeled). But here’s what makes them differ- 
ent: theyre gregarious people who read, think, talk and act. 


And they're so influenced by ideas they get from The Saturday 


Evening Post that they enthusiastically pass them along to others. 


 seiith POST ff INFLUENTIAL 
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-the mass market of active influence 
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If you can sell a person he’s a customer. 


But if you can sell a person who starts 


selling for you in turn, then he’s an 


INFLUENTIAL. That’s the big difference among 


customers. The POST-INFLUENTIAL talks! And 


when the INFLUENTIAL talks, others listen. 


Kor POST-INFLUENTIALS are more than just a 


different sort of customer. They're a different 


sort of people... gregarious, articulate people, 
on the lookout for ideas. They're receptive to the 
things they see, read and enjoy in The Saturday 


Evening Post and they pass them along to others. 


They're the prime movers of ideas and products. 


Sell them. They tell the others! 
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What does the 


| POST 


fV INFLUENTIAL 


offer advertisers? 


Alfred Politz has definitely 


proved the existence of 
POST-INFLUENTIALS in a 
new study of The Saturday Evening 


Post. This study reveals a significant 
new dimension of magazine adver- 
tising effectiveness: the ability of a 
magazine to influence its readers so 
strongly that they influence others 
around them. Most significant, the 
Politz study shows that 8 out of 


10 Post readers recommend or talk 


The Saturday Evening 


Ste Pt Oe q * ee ee) ee ed oe 
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Sellthe POST ff 


-the mass market of active influence 


about things they've seen in the Post. 


That’s 1 out of every 9 people in the 
United States ten years or older. 
This multimillion market of 
POST-INFLUENTIALS is a decisive 
mass market for an advertiser in 
itself. But when you add to this the 
number of people they influence by 
word of mouth you have a combi- 
nation of coverage and impact that 
can singlehandedly build leadership 


for any product or service! 


INFLUENTIAL 
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House Unit Okays 
Stockyard Checkoff 
for Meat Ad Fund 


WASHINGTON, May 21—The 
House agriculture committee has 
given its’ approval to legisla- 
tion authorizing stockyard opera- 
tors to set up a checkoff system 
to collect funds for promotion 
campaigns in the meat industry. 

Under the plan approved by the 
committee, stockyards may hold 
back as much as 10¢ per head 
on cattle or calves and 5¢ per 
head on sheep, lambs or swine 
for producer organizations set up 
to conduct industry-wide adver-| 


™ | Sunkist Plans Ad Fund 

| The industry sales division of 
| Sunkist Growers has completed 
| plans for a mutual advertising and 
promotion fund estimated at $150,- 


“Stick-on-Patchec” 


mote Sunkist lemonade on the 
wholesale or retail level. The fund 
is set up on the basis of 1%¢ a 
quart, of which Sunkist provides 
l¢ and cooperating dairies ‘%¢. It 
will be administered by the dairies 
subject to Sunkist’s approval. 


‘TV Guide’ Boosts Miller 
Laurence J. Miller has been 


/and Gulf Coast editions of TV 
| Guide, with headquarters in New 


tising campaigns or market re-|roR xips—Orange Crush Co. bot- | Orleans. Formerly with the Cleve- 


search activities. 
In its report on the bill, the| 
committee noted that participa-| 


| tlers 


| land edition, he succeeds Thomas J. 


stick-on | westing, who has been named 


are offering 12 


shoulder patches—one to a six-| manager of offices of TV Guide’s 


tion in a promotion plan by a|?@¢k—in a new promotion aimed | new building now being construct- 


livestock producer would be en- 
tirely voluntary. Under the bill, | 
the producer could recover funds 
deducted from the receipts for his | 
cattle simply by notifying the) 
stockyard that he did not wish to| 
participate. 
Under the original bills intro- | 
duced earlier this year, the ap-| 
pointment of the promotion agen- | 
cies would have been handled by | 
the Secretary of Agriculture, in | 
the same manner that the depart- 
ment currently participates in the 
appointment of promotion agen- 
cies for wool and sheep products. | 


s In the face of opposition from | 
the Department of Agriculture, a. 
new bill, H.R. 7244, was intro-| 
duced which does not place any | 
responsibility on the department 
for approving organizations or | 
handling funds. The bill specifies, | 
however, that the department | 
shall receive reports from all par- 
ticipating organizations and that 
these reports shall be available) 
for public inspection. 

Sponsors of the bill said legis- | 
lation is mecessary because the) 
Packers & Stockyards Act cur- | 
rently prevents stockyards from | 
making the deductions necessary | 
to operate the funds. The bill sim- | 
ply authorizes stockyards to make 
the deductions unless producers | 
indicate unwillingness to partici- | 


pate. = | 


Cattlemen Oppose 
Subsidy, Want Own 
Program, Poll Finds | 


Los ANGELES, May 21—Cattle- | 
men in the 17 western states don’t | 
want government subsidies, but! 
they’re willing to put their own | 
money into a beef advertising pro-| 
gram. : 

This is what the cattlemen indi- | 
cated to Western Livestock Jour- | 
nal in a poll the magazine ran in| 
the past few weeks. 

2,632 cattlemen clipped ballots, 
from their copies of the magazine 
and sent them in. 

The cattlemen opposed govern- | 
ment subsidies eight to one. 1,664 | 
favored a producer-financed beef | 
advertising program. 778 were)! 
against. 

| 
® The votes came from Arizona, | 
California, Colorado, Idaho, Kan- | 
sas, Montana, Nebraska, Nevada, | 
New Mexico, North Dakota, Okla- | 
homa, Oregon, Texas, Utah, Wash- 
ington, Wyoming, Iowa and Ha-) 
waii. 

“The poll conclusively illustrates 
the cattleman’s preference for 
working out his own problems | 
without government aid and dic- 
tation,” Nelson R. Crow, publisher | 
of the magazine, said. “By voting 
for an advertising program to be 
paid for by themselves and by op- 
posing price supports so over- 
whelmingly, they demonstrated 
they want to help themselves 
through their own program.” + 


at the younger generation. od in Radnor, Pa. 
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000 to be used by dairies to pro-| 


named manager of the Louisiana) 


MONTREAL 


Top grocery market with a Top paper! 


Retail food sales in Montreal are the highest in Canada 
and Montreal leads all major Canadian cities in family, 
and per person, food expenditures. 


Speaking of leadership, The Montreal Star in 1956 led 
ALL Canadian newspapers in volume of food and 
grocery advertising. (Media Records) 


The Montreal Star 


Represented Nationally by O’Mara and Ormsbee Inc. 
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CBS, NBC, and ABC 


Television Networks 


BOLLING ¢o.. 
Los ANGELES, 


NEW 
SAN 


Yor K« 
FRANCISCO, 


CHICAGO, 
BOSTON 


291,970 


TV HOMES IN THE 
WTHI-TV VIEWING AREA 


NCS NO. 2 STUDY 


TERRE HAUTE, INDIANA 
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Irishmen Taught Scots How to Distill Drappie, 
Say Brash Irish in New Co-op Magazine Push 


New York, May 21—A cooper- 
ative advertising campaign for 
Irish whisky will break next 
month in selected magazines. It 
will run for the remainder of the 
year. 

It is backed by eight Irish whis- 
ky distillers, eight importers and 
the Irish Board of Trade. 

Magazines on the schedule in-| 
clude Atlantic Monthly, Cue, Es- 


and that over-all magazine expen- 
diture for Irish whisky was up 
about $20,000. 

The size of the advertising budg- 
et for the cooperative campaign 
could not be learned, but it prob- 
ably will be less than $100,000. 


= The campaign is being handled 
by Picard-Marvin. 


Advertising Age, May 27, 1957 | 


Individual brands still will be, Compton Names Two on Coast been with Compton in New York 
advertised separately. Compton Advertising, San Fran-|as a time buyer for five years. 

The brands and participating| cisco, has appointed Warner M. 
importers sponsoring the coopera-| Wilson an account supervisor and |New Williams Creams in Drive 
tive campaign are: Canada Dry| administrative assistant to the| J. B. Williams Co. introduced a 
Ginger Ale Inc. (Powers); Qual-| manager, Norman Mork. Mr. Wil-| new line of Golden Yellow shav- 
ity Importers (Old Bushmill); W.|son formerly was with Ruthrauff| ing creams with a two-color page 
A. Taylor & Co. (John Jameson);|& Ryan, San Francisco. Compton’s! in Life, May 20. It will be fol- 
Bacardi Imports (Crock o’ Gold); Los Angeles office has appointed | lowed by six more insertions be- 
American Distilling Co. (Original Jean Carroll media director. A| tween now and Dec. 9. and r.0.p 
Irish) ; James McCunn & Co. (John | time buyer and media coordinator | color—four two-color. pages—in 
Locke); Austin Nichols Co. (Pad-|of Sullivan, Stauffer, Colwell & newspapers in 40 markets through 
dy); and R. V. Delapenha & Co.| Bayles, New York, for the past| July. J. Walter Thompson Co. 
(Tullamore Dew). = seven years, she previously had New York, is the agency. 


quire, Fortnight, Gourmet, Har- 
per’s Magazine, Holiday, The New 
Yorker, and Town & Country.) 

Some newspaper space may also| jj 
be used in the fall. 

The central theme will be Ire- 
land's heritage of ancient treasures, 
including whisky. Something of 
a controversial note will be sound- 
ed, perhaps, by the allegation that 
it was the ancient Irish who gave 
whisky to Scotland, “exporting it 
there until the canny Highlanders 
learned the art of making it them- 
selves.” 

[Editor’s note: “Hoot, mon,” de- | 
clared a MacGregor when he 
learned this. “The Irish are a 
cantankerous breed. They’ll never 
sell whisky with a claim like that. 
It’s prejudicial, presumptuous and 
pernicious! And it’s untrue...”] 


# In any case, emphasis will be 
given in the advertising copy to 
the tradition of quality in Irish 
whisky based on use of the finest 
grains, the soft pure waters, the 
skill of the distillers and their in- 
domitable patience in aging their 
whisky. 

Consumption of Irish whisky in 
the U.S. has increased in the past 
couple of years. In 1954, it was} 
24,624 gals. In 1955, it increased to | 
30,317 gals. and in 1956 to 62,070) 
gals. } 

Advertising has been more or) 
less confined to about four brands: | 
Old Bushmill, John Jameson, | 
Powers, and Original Irish. In ’55 
Bushmill spent about $30,000, of 
which $20,000 was in newspapers. | 
Jameson spent about $25,000, of 
which $20,000 was in newspapers. 
Powers spent about $8,000, of} 
which $6,000 was in magazines. 
Original Irish spent about $7,500, | 
all of it in newspapers. 

Complete 1956 figures are not 
available, but estimates indicate 
that newspaper linage was higher, | 


You're in 
good company 
on WGN-RADIO 
Chicago 


_NOW READY 
-TOMAKE 
RATING 
HISTORY 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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"The NEW Adventures of 


Martin Kane 


starring Academy Award Winner 


WILLIAM GARGAN 


Your own markets may be 
among the few unsold to 
date for sponsorship of 
Ziv's newest rating winning 
series. Wire or phone for a 
thrilling audition, but quick! 
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Honig-Cooper Appoints 
Donald McGee, Victor Lee 

Honig-Cooper Co., San Francis- 
co, has appointed Donald L. McGee 
and Victor Lee to its staff. Mr.) 
McGee, who joins the agency as a} 
merchandising account executive, | 
formerly was with Buchanan & 
Co., San Francisco, where he 
served for the past three years as | 
vice-chairman of the plans board | 
and account executive on the Tide- 


San Francisco. 

Mr. Lee joins the agency as an | 
art director following an eight 
year association with Wank &| 
Court & Lee, during which he was | 
secretary-treasurer and a partner | 
in the San Francisco agency. 


Rutledge & Lilienfeld Moves 
Rutledge & Lilienfeld has moved 

its Chicago office to expanded 

quarters at 121 W. Wacker Dr. 


Color Set Prices 
Now at ‘Realistic’ 
Level: RCA’s Burns 


Cuicaco, May 21—Color tv set 
receivers have reached the bottom 


lof the price curve today and now 


are on the market at realistic 
prices, according to John L. Burns, 
new president of Radio Corp. of 


talk” about revolutionary develop- 
ments that will mean lower prices 
for color receivers, he said at a 
press cor‘erence here that the 
price drops that occurred over a 
five-year period in b&w tv already 
have taken place in color. 

Prices of the new RCA color 
sets, to be introduced some time 
after the middle of the year, may 
even be up slightly, he said. RCA’s 


water Oil account. He also has been| New telephone number is ANdo- 


a vp of Dancer-Fitzgerald-Sample, | ver 3-7667. 


America. 
Answering 


“claims and 


new b&w tv line, to be introduced 
to the public early in July, will 


loose be up in price between 5% and 


TIME IN CITY AFTER CITY 


“The Man Called X” 


Groucho Marx, Climax, 


Dragnet, and many 
* others. ARB 


IN SALT LAKE CITY Beas: £4 Sullivan, | IN BIRMINGHAM BEATS: George Gobel IN NORFOLK BEATS: Perry Como, 
Love Lucy, $64,000 Lawrence Welk, Dis Lawrence Welk, Ford 
41.4::5|27.3=%*| 39.3575 
= and many others. ARB e and others PULSE o others. ARB 
IN HOUSTON BEATS: E4 Sullivan, 1 IN BALTIMORE oe Sue One, IN SYRACUSE ae PO iporsose 
jose Lary, Benevend, 1 bt Caesar, Robert tent 1 Wratt TV Theatre, Ford 
” a gomery Presents. h . and 
3 4 chon MS m many others. ARB a * gS aon tae und 
IN PITTSBURGH BEATS: Dragnet, Law IN PITTSBURGH ay BR, IN BUFFALO BEATS: Come, 
rence Welk, What's war's iy Line, Wyatt George Gobel, Sid Cae- 
My Line, Phil Silvers Earp, and ‘many sar, Ernie Ford, and 
x and many others x others. ARB « many others. PULSE 
IN NEW ORLEANS BEATS: £4 Sullivan, IN SAN FRANCISCO BEATS: Playhouse 90 IN COLUMBUS pp Aang phen 
$64,000 Question, i Steve Allen, Red Sket Robert Montgom. 
46.3222 | 23.425" | 22.0:2= 
a and others. PULSE « many others. ARB © many others. ARB 
IN SAN FRANCISCO BEATS: Dragnet, Piay- IN PORTLAND BEATS: Perry Como, IN SAN ANTONIO BEATS: Dragnet, Ar. 
house 90. Red Skel- Bob Hope, Playhouse thur Godfrey, George 
ton, Steve Allen and 90, Disneyland, and Gobel, Steve Alien and 
26 <a many others ARB 49.8 many others. ARB 30. many others. PULSE 
IN BALTIMORE BEATS: Ed Sullivan, IN ATLANTA — on IN ALBANY-SCHENECTADY-TROY 
Perry Como, Groucho Phil Silvers, Arthur ~ 4 Ed Sullivan, 
30.3 =: | 21.6==5 | 26.9225 
s mide 2 ond many ethers. 0S 6 and many others. ARB 
IN SAN ANTONIO BEATS: Climax, Drag- IN SANTA BARBARA pears: cas IN SOUTH BEND-ELKHART 
net, GE Theatre, Perry } agg ny BEATS: Groucho Marx, 
What's My Line, and Lewvenss Welk. ond 4 Dragnet Disnayiond. 
o many others. PULSE « many others. ARB a Steve lien, © many 
IN DETROIT BEATS: fd Sullivan, IN NEW ORLEANS ee Sullivan, IN BALTIMORE BEATS: Groucho Marx, 
Groucho Marx, Climax, L geo Dragnet, Phil Silvers, 
33.12" | 22.855"|20.12.= 
1% others. ARB 7” others. PULSE ia others. ARB 
IN CLEVELAND BEATS: Ed Sullivan, IN SEATTLE-TACOMA pears: climax, Drag IN BOSTON BEATS: Disneyland, 


net, Godfrey's Talent 
Scouts, Steve Allen, 
and many others. ARB 


20.4 


Steve Allen, What's 
My Line, This ts Your 
Life, and others. ARB 


IN BOSTON BEATS: What's My 


Line, Dragnet, George 
Gobel, Sid Caesar and 
= many others. ARB 


IN SALT LAKE CITY 


23.1 


BEATS: Lawrence 
Welk, Disneyland, Red 
Skelton, Wyatt Earp, 
and many others. ARB 


IN NEW ORLEANS 


50.5 


BEATS: Ed Sullivan, 
Dragnet, | Love Lucy, 
$64,000 Question, 
and others. PULSE 


BEATS: Como. 
Wyatt Earp, This ts 
Your Life, Fireside 
Theatre, and many 
others. PULSE 


IN SAN ANTONIO 


29.4 


IN BIRMINGHAM 


34.8 


BEATS: Climax, Bob 
Hope, This Is Your 
Life, Lawrence Welk, 
and others. PULSE 


IN COLUMBUS BEATS: £4 Sultiven, 
Groucho Marx, Climax, 
Lawrence Welk, and 

42.1 5% 

IN CINCINNATI BEATS: $64,000 Ques 


tion, Red Skelton, 
What's My Line, Phil 
Silvers and many 
others. ARB 


32.2 


Not just one survey, not just one month, but 
almost always! That's how often you find 
Ziv shows at the very top of the rating lists. 
So if you want the CONSISTENTLY BIG 
AUDIENCE of a CONSISTENTLY HIGH-RATED 
SHOW, join the big happy family of Ziv 


show sponsors. 


IN CHICAGO 


2s6.5 


BEATS: Groucho Marx, 
Wyatt Earp, Dragnet, 
Godtrey & His Friends, 
and many others ARB 


IN MILWAUKEE 


22.3 


BEATS: Climax, Arthur 
Godfrey, Milton Berle, 
Studio One, and many 
others. PULSE 


Form O’Connell-Palmer Co. 


| Francisco at 110 Sutter St., where 


| 
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| 
| 
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| 
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| 
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| 
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10%, he said. He added that the 
company loses money on its color 
sets. 

Predicting that any time now, 
color tv sales will begin a rapid 
sales rise, Mr. Burns said that this 
fall, National Broadcasting Co. 
plans to “convert practically all of 
its national nighttime attractions 
to color, with heavy concentration 
on the weekends.” + 


John E. Palmer, formerly with 
William Ayres Co., publishers’ 
representative in San Francisco, 
and Lee F. O’Connell, who has 
operated a representative company 
for 10 years in Los Angeles, have 
joined to form O’Connell-Palmer 
Co., radio-tv representative. New 
offices have been opened in San 


Mr. Palmer will be in charge. Mr. 
O’Connell will remain in Los An- 
geles. 


Strength... 
where 
it counts 


Fifty-two times a year, 
BAKERS WEEKLY brings its 
essential information serv- 
ice to the important men in 
the baking industry, the 
bakery owners... executives 
...Manhagers...superintend- 
ents—those responsible for 
operating decisions. They 
are the men in search of 
new ideas, formulas, equip- 
ment, and services. 


This is frequency of contact 
plus circulation penetration 
—strength where it counts 
to turn your selling points 
into sales profits. 


Bakers Weekly « 


American Trade Publishing ®@ 
Company —publishers of 
Biscuit & Cracker Baker, 


71 Vanderbilt Ave.— New York 17 
520 N. Michigan Ave.—Chicago 11 


West Coast: Smith & Hollyday 
5478 Wilshire Blvd., Los Angeles 36 
Russ Building, San Francisco 4 


For the complete story on 
Bakers Weekly, see Standard Rate 
& Data Classification 9 
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_...TO INFLUENCE CPI*-MANAGEMENT IN ALL FUNCTIONS...ADMINISTRATION & PURCHASING, 
PRODUCTION & ENGINEERING, RESEARCH & DEVELOPMENT 


an ; Advertising that sells at point of 
4 purchase must first sell the big 


influence—management ... e 


New results from Chemical Week's | ¢ 


continuing study of 29 process 
industry firms show that... 


Of 533 management men in all 


functions—administration, pro- 
duction and research ... 


76% influence equipment buying, 


71% influence purchases ofraw @& 
materials, What's more... ° 


19% more read Chemical Week 


_ than any other CPI publication. 
_ It's your best buy .. . Be sure. 


*CMEMICAL PROCESS INDUSTRIES 
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NBC Radio Will 
Underwrite Studies 


of Ad Effectiveness 


New York, May 21—NBC Ra- 
dio is now offering its “major 
league” advertisers tailor-made 
research studies on the sales effec- 
tiveness of their buys on the net- 
work. 

NBC’s own research and plan- 
ning department will conduct the 
studies, using such techniques as 
store audits, test market compari- 
sons, consumer panel studies and 
before-and-after surveys of brand 
awareness and acceptance. 

The network will underwrite ex- 
penses of the studies up to $10,- 
000. 

To avail itself of this free NBC 
service, an advertiser must have 
purchased a sufficient frequency 
of commercials to have a measur- 
able effect. This could be as high 
as 85 times weekly on the five- 
minute “news on the hour” broad- 
casts, or as low as 20 commercials 
on “Monitor” on weekends. 

Matthew J. Culligan, vp 
charge of NBC Radio, said these 
points will also be considered in 
determining eligible advertisers: 
Number of days in the week in 


which announcements are heard, 


the nature of product, length of 
commercials the advertiser is u;- 
ing, the number of exclusive copy 
points in his spots (there must be 
at least one, to prove a consumer 
heard about a sponsor’s product 
on radio) and the frequency with 
which the product is normally pur- 
chased. 


® Details of the idea, which the 
network calls “The NBC See for 
Yourself Research Plan,” will be 
submitted soon in writing to the 
research directors of ad agencies. 

NBC reveals that in many cases 
research in two markets wil! de- 
termine the sales impact of a net- 
work radio campaign for a prod- 
uct. Some products, however, 
might require a check in a mar- 
ket in each of the geographic re- 
gions in which it is distributed. 
The method to be used in each of 
the studies will be worked out by 
the network with the advertiser 
and its agency. = 


Cappels Moves to San Jose 

Cappels & Associates, Sunnyvale 
agency, has moved to 1482 N. 
Fourth St., San Jose, Cal. 


in | 


Get Your FREE 
aa" £4 
“HOW BUSINESS 
USES CLIPPINGS” 


find out how a 
clipping bureau 
can benefit you 


Here is the story on Bacon’s Clipping 
Bureau. A complete picture of how 
advertising managers, agencies, pub- 
licity men, public relations firms, and 
other business people utilize magazine 
clippings. Keeping up on competitor's 
advertising themes, new products, 
publicity methods; checking your own 
publicity placement; carrying on 
research projects—these are only a 
few of the jobs we make possible for 
over 1000 clients. Send for your copy, 
see what Bacon can do for you. 


=. 


BACON’S NEW 1957 
PUBLICITY CHECKER 
3356 complete listings for business, 

farms and consumer mag- 
azines. Editor-coded. 
Sturdy, spiral-bound fab- 
ricoid. 64° x 9%". 288 pp 
PRICE $15.00. 
BACON'S 
Publicity Handbook 
Complete text on effective publicity 
handiing. Documented, illustrated, 
cese histories. $2.00 —128 pp. 


EITHER OR BOTH SENT ON APPROVAL 


BACON'S CLIPPING BUREAU 
14 £. Jackson Bivd.. Chicege 4, Ii. 


|\F&K Agrees to Remove 
Illegal Bulletins in S.F. 

All Foster & Kleiser Co. outdoor 
advertising bulletins in San Fran- 
cisco which are not approved by 


| be legalized by a new zoning or-, 
| dinance expected to become effec-| Portland, from Hal Gerking, who 


Inc. and of Hunter-Tewksbury Co., 


‘tive next year will be taken down|founded the publication in 1954. 


‘at the rate of about 30 a month|Mr. Tewksbury said that basic 


|by Foster & Kleiser. 


the city planning commission will | 


be dismantled and other outdoor 
advertising companies will follow 
suit. Agreement by Foster & Klei- 
ser to such action followed dis- 
closure that there are nearly 200 
illegal outdoor signs in San Fran- 
cisco. 


| Tewksbury Buys Monthly, 


Western Equipment & Industry, | 


a monthly tabloid newspaper for 
the logging and lumber industry 
of the western 11 states, has been 


purchased by Al Tewksbury, pres- | 


editorial policy and personnel will 
remain unchanged. 
Western Equipment & Industry 


"Western Equipment & Industry’ will round out the line of Crow 


publications in the lumber field, 
he said. 


Mercereau to Becker & Mueller 
Stuart C. Mercereau, formerly 


Advertising Age, May 27, 1957 


International News Service, has 
joined Becker & Mueller, San 
Francisco agency, as an account 
executive. 


Newspaper Group Sets Confab 

Bruce Barton, chairman of the 
board of Batten, Barton, Durstine 
|& Osborn, has been named keynote 
speaker for the 32nd annual Cal- 
\ifornia Newspaper Advertising 
Managers’ convention to be held 
June 7 at the Villa Hotel, San 


Illegal bulletins which will not! ident of C. C. Crow Publications | with the San Francisco News and Mateo, Cal. 


SALES MANAGER 


the matter if 


“Then there's 
the individu a) cv 


the Supe 


» ‘Must we 
M 


Jooper Cor he asking 


In one month, 411 business firms 
purchased 6176 reprints of this article from 


hours. This article describes 


HOW TO BUILD KNOW-HOW FAST. A new train- 
ing tool—co “game” which simulotes realistic man- 
agement problems—compresses years’ experience into 


exciting potential. Page 34, May Nation's Business. 


its rules, reports its 


FEDERAL GRANTS THREATEN STATES’ STRENGTH. 
This penetrating analysis dissects the rise in federal 
grants, analyzes their inherent dangers to a federal 
governmental system, suggests how to avoid the 
traps. Page 29, May Nation’s Business. 


HERE’S WAY TO CUT COSTS. Any business con 
trim costs if it (1) approaches the problem properly; 
(2) sets up a rational, workable program; (3) knows 
where to look for economies. This important article 
shows how. Page 116, May Nation's Business. 
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Hand-Lettered Copy 
Used for Austin Ads 
in Red China Press 


auto. 


| five Chinese mainland newspapers | known about the new ideographs 
which accept foreign advertising. | outside China. 
They feature the new Austin A35| 


But CPV International said it 
was able to have copy written, 


Colman Prentis & Varley Inter- | translated and hand-drawn for re- 
national Ltd., the agency which 
Lonpon, May 21—Following handled the project, reported that | 


| production within a month. 


An interesting point is that all 


| 


British bids to remove the em-|the ads presented a number of| negotiations between the agency 


bargo on trade with Communist | problems. 


China, the Austin Motor Car Ex- | 


and the five mewspapers were 


Practically no type is available made direct from London. Two in- 


port Co. has begun advertising in|in Britain for printing “modern” | sertions were booked in each pa- 


Chinese mainland newspapers. 


Chinese. 


the communists | per. This is believed to be the first 


The ads, ranging in size up to| took over, they have modernized | British auto advertising to appear 


Oregon Looks for Illegal Signs 

A crackdown on illegal highway 
signs in Oregon has been ordered 
by Tom Current, assistant com- 
missioner of labor for the state. 
The announcement said that 
“every sign in the state will be 
checked” this year. Under the out- 
door advertising act passed by the 
1955 legislature, permits are re- 
quired for nearly all signs outside 
cities except those within 300’ 


6x12”, were placed in the only the written language, and little is! in China since the war. = 


of the business or farm advertised. 


Five be ‘ 
description es onan: aupervision at 

sale n, training eurucanons. Heres 
trol of os 


look at each one detail 


More sophisticated customers, increased 
stress on selling, a complex market .. . 
these factors are putting greater emphasis 
on the key man in the field: the district 
sales manager. In “Training Future Sales 
Leaders,” the editors of Nation’s Business 
focus on the man, the job, and the train- 
ing that matches one to the other. 

In one month, 411 business firms pur- 
chased 6176 reprints of this article, indi- 
cating that Nation’s Business has spot- 
lighted an area of vitai current importance 
to business owners. The orders have come 
from top executives of national and re- 
gional firms. They have come from busi- 
nesses of every type all over the country. 

Nation’s Business has the big circula- 
tion you need to reach America’s expand- 
ing business market. Its circulation among 
business owners alone is greater than the 
combined total circulation of the next two 


THE MATCHING 


business magazines. Of its 779,000 sub- 
scribers, 550,000 are owners, partners or 
presidents in manufacturing, banking, re- 
tailing, wholesaling, construction, trans- 
portation. 

The editorial concentration of Nation’s 
Business — on national issues, business 
leadership and government problems — 
matches the basic interests of these owner- 
ship-motivated men. That is why it is read 
so thoroughly . . . and why advertisers 
find it so productive. Advertising linage 
for the first five months of 1957 is 19.1% 
above that for the same period of 1956— 
17 consecutive issues have shown a linage 
gain. Action in business results when you 
advertise to the men who own. American 
business . . . in Nation’s Business. 


Reprints of 
“Training Future Sales Leaders” 
available on request. 


‘Nation’s Busines 


779,902 PAID CIRCULATION 
(A.B.C.), including 75,154 executives 
of business members of the National 
Chamber of Commerce and 704,586 
businessmen who have personal sub- 
scriptions. 


ADVERTISING HEADQUARTERS: 
711 THIRD AVENUE, NEW YORK 17, 6.Y. 


Washington * Chicago 
Philadelphia * Detroit * Cleveland 
Los Angeles * San Francisco 


| SPONGEPICKER—Doeskin Products 


will be offering a free Dura-Soft 

sponge premium with Doeskin tis- 

sues in many eastern markets in 

May and June. Doeskin says it’s 

the first “on-the-package” premi- 

um ever offered in the facial tis- 
sue business. 


Outrates all 
syndicated 
shows! 


rge 
Gunsmoke, Zane Grey Theatre, 
Jackie Gleason, Lux Video 
Theatre, etc. 


program 

St. Paul (16.0, Pulse, 11/56) out- 

rating Warner Brothers, Father 

Knows Best, West Point, etc. 
| Outrates all competition in 

Atlanta, Indianapolis, Portland, 

Oregon, etc. 
| Stage 7’s a dramatic anthology 
which can do a fine-rating, fine- 
| selling job in your market, as it 

is already doing in more than a 
| hundred others. Better check 
| Stage 7 for your market today. 
Write, wire or phone collect for 
availabilities. 


merica, Inc. 
| 488 Madison Ave., N. ¥. 22 * PLaza 5-2100 


Television Programs of A 


a ORCS tia = a fo Og, is . eer ia. > eee as mh <j c i ES ry al it Rem (0 aa of. ee mae Ga = 3 fla 
pain er ee ee ca eM a aM ae ll 
ae ey Si no ee oo ee or ne arene eS ee ee ae Lime cee toee ie 
7. eae a a Eee rrr: eee aes —- cee ee sil Mites ae Be ens ee SRE MeO cg orem Ns Ps ree CE eee eae pS ee ee eee oe ee ee = 

eve ee es Se ’ A = ewe) ce 5 Paes a sai es oe a ee etn - eee Gh a renee " a aie 7 Miri af : Shee et 

te ae nee a ae as ey as ~ ee IS eh 8) pares “Saree a eg 4 ye ai 5 ee et Eases, : Soca a ig pa =H Sag 

ah ee fic ea eae ee i ahem Na ate i ey eee P ig are Sy Rs ee ‘ Baglin: ; oe ee Cr Ane Ge pau ss t cman 

cae! +; cee ee TO ae gi PI : ee: "yaa ~ Set Se See es : Gees ee ee 
Mi oes: lea ee ae ae on ee © ee Tir i imam go aie ae its : eh ee es i ec ; Lares 

ai | Soe al la pulls eps =. ee WS ee aes 3 ee Te Nee ee ela, = ae . ‘ , — 

Ve ee 
m 
‘ 
2] 
re & : 
> 
m7 ) ; > 
in 
7 ‘] ees 
’ | a Sei 
o ee ¢ _. | : Ri. 
OO _—8@M@#4rTtV-'--WWwW”!"" | 1 jm Pm 
as - i 
. Pp ai he 12 er 

bg ~ . i LY a 
os eee y. cae 
E ! to 
ees ‘ | = a 

os | a 
a i: 
7 
7 i eee eee ek Pals hha z :s Gerth, a Weer Sngy ee eg 
: int en a a” sie 2 ee ee een 
- eae a oe 1. Malia a aia Ge) bree 
rc i 4 : Pee Ts ee each ae 
ated 2 a at ~ A 5 as aie: 
ees ae 
=” 
...4 
at, 4 =A, 
i$ “ 4 a ee Pye! S Seno Sal tps Rag oe rs ee 
SA ah oe Hoda. . Tiger Pee Bee tes _ i ee a: Ms AE eet ss ee 
ote ati Bees es scaler + Soe las i he eo Sb oe OE i ige Co ee eas re a 
Pc, Pf aaa 3 a - , pe a oe i . Wen asia See Teme sis eae roy z pe “2 aa ae Pe + Sees. ee er i 
Tae on ee ren la I ue ae ie sock we ae a ies 3S ple iC abe 9 he hire 
Vea hae fae tae oii me ‘4 ~ Sa i oe - Seiee 4 gem = : res ne aa be i nae ¥ ean 
aa L5 iate ec Sook: a Me a oe : ei e 5 ee oats eed > ee pee eid koe 
oat 4 eR): dies it * is a Te * : =) ae eee Fs) Y= eee ar 
ce Fee Mes Bees ee ; ‘ : : — — a Me aleeantte= op ce ee: 
gees. | ¥ ae a : 2 fs - : : Senin 
pao { ; . * . : : oe Seay ep 4 e - 
a. ae : - 7 Res: a %. i)» a pS ooeiin ae 
a pete ee : ; i ‘ aeert: i: 
a WEST 4 E ES, en z , 
piles ee Thr). a eee ergmOe eS para 
vere Pee ey ced 
ore p a Po ag rere 
$ © Rs 
s a | . . 
B F ly cc 4 a 
ie 7 - ” 
Be = S ae ee . 
oe “ - - Sta 
i , al = | uae 
, Se ee ei : 
# sean Sa eas : ‘ rity = 
a “ as oe ade a a q - 
ze : % z ; | SS 
. * a 
F 
2 ‘ —_— 3 
oa Hi  § eee F. ‘ 
¥ 3 = ia ail 
- a ' o 
; <—  S ReT ee ee me on 
¢ ——— 4 hes . ie Re | * a 
— ry Be i, eee | ae 
'Z wre oe, _ m Bee | ia 
P : 4 ae al ee my 
: : ; i ee ak 
= ¥ —— i ; 
: . . i 
- : ’ 
: - oo = a Mi 
t : s Les a = 
i M4 : 4 5 a ree ae a Bis ca 
5 . Soros Toe Senate rs a 
tis ; ‘re : : a Si 
e ' is . ee ae ae STAGE ie 
: ; f : ; x ce ee ee ii 
eae ia Ue ae uy 
; 7 q Ee cess ee, ae “ 
: ; BR EAS Seah ae 3 
Dc ae Be 
a eae RP 
an - a 
sod planning A good ; a a San Francisco — highest rated 
; ts with good plannit 2 = : ; 
: o sill i OS ve ieman pian intelligent : aa syndicated program 22.7, Pulse, 
a 4 dis tv get DE cr m fiective and a ‘oe | 
5s » of hie territory, * a , a 
qpveres™ * ‘1 a ; PS ne che 
‘ economi age SO) px t of their 7 ”  pigitgre s>.: a 
; : Some salesmen sHocale "ce US per cent of the ee uaa } sh 
time to proepex > .% - of Cresap, Mc Cor- oT cae pes > a } “ Pe 
rm ; ¢ re business,” says Robert ect this : > re: Twin CrT1es—highest rated syn- re 
" - es” oe 
ee a 
* 
Er , 
i i 
So Bi 
a seas 
7 a 
’ if mn a 
: ae 
pe 
. sate 
. ie 
: 
. - ess | — 
ations Busines m SW Gekeas, 
; i ; os “ * 
sa Pa | ° * 
2 
Po & a 
2 a oJ = 
_ ‘ 
| a 
, | | 
a Bas 
a ; vai ' eat i / eres: i : ? anes 
ie Bo eS a ee OL ON ae Rees 2 St ok ig OTe ; Risetee tes ce 2 aN a a ene De bile hae ae : ee rebate cate 8 j : el. ae Veiner va 
i Pa : ane >A ciety a ay tg hae ae ee ica a Se Fe oes hee Ls : “ Fe pire gmt xy eek pe a cer . Y | Se OLS rae Sam Paik ee ew er ae 
ei ie a ae hy ahd ee ‘ a ie ay oe betas SS we eat ae es an Saree eet. ee 3 eh ton Se ye Meg ae hee 3 ae ee Se, ae a Pe Aes ive EAM 
acer i sigeer RR SI ey eae Soe RAs ree Boe AT KT hs MRO ge ANY nd Saye en a | ee ET. Poy a eee s Ate es ; sip ea aaa Fes al fa 9. a ee ae Molise Ba Aico ame fete ee 
of eee es ee a oe eee See a ad ee eed on le ras oe DR ie eo MR ee ce ee Pe eee eM ay er ee a) fn ep ey ee ae 
i eee EA Re ag at Sta ae pe eens Tae a ee ce ede a hice ae ce tore pecs 2 Pa oe ree td PUREE Lae ee see 
eric as me ae fea Be) erodes ae ini ae ROA ge Sin eae eran ce ee Ae ot bate cit rt aa ne hes gre Se ae Lee eee Tea Tens ea a ip Came A be pe aa ee ea Beas ee ell Bey a 
ae Wg Bee ae peeve > Lately aac tae ee ak a" a eee eats & = . , 7 t ; é ‘ 5 


Perfect Circle Names Execs , been named president, succeeding | 


Donald H. Teetor, formerly vp, | Ralph R. Teetor, who will contin- | i NATIONAL HARVESTER 
has been appointed chairman ofj|ue as a director and will also be | 


the board of Perfect Circle Corp.,| active in new product develop- | 
Hagerstown, Ind., succeeding Lo- ment. Herman C. Teetor, formerly 
thair Teetor, who is retiring but director of advertising, has been 
will continue as a director. Wil- | named vp, succeeding Donald Tee- 
liam B. Prosser, formerly vp, has | tor. 


FORT WAYNE, IND. 


15-COUNTY BILLION DOLLAR MARKET 


Here are 587,400 prosperous Hoosiers with a healthy 
$1,074,036,000 to spend annually. Retail sales alone in 
this area are in excess of $669,000,000. Automotive 
sales are more than $148,500,000 annually. Are you 
getting your share of it? 


ONLY FORT WAYNE NEWSPAPERS 
.. . offer you 140,000 daily and 95,900 Sunday home 
delivered circulation in this “Golden Zone” market. 


FORT WAYNE 


AMD FOR 87% OF ALL OTHER 


LEADING CORPORATIONS 


WHITINGLZ 


FORT WAYNE NEWSPAPERS, INC., Agent 
The News-Sentinel * THE JoURNAL-GAZETTE 


Represented by Allen-Klapp Co.—New York—Chicago—Detroit—San Francisco 


BIG NAME CAMPAIGN—First ad in a new series of two-color spreads 
for Whiting Corp., Harvey, IU., is headed, “Whiting works for In- 
ternational Harvester and for 87% of all other leading corpora- 
tions.” Campaign will break in May 25 Business Week and June 21 
U.S. News. Succeeding ads will feature other major U.S. manufac- 
turer corporations. Waldie & Briggs, Chicago, is the agency. 


NIN THE FABULOT 


COVER WESTERN 
MICHIGAN WITH 


COLOR 
R.0.P. COLOR DAILY 


by More thé 


. .. and smart space buyers realize 
this picture should be remembered 
in this dynamic market. 114,783 
Press Families represent a total of 
hy more than twice the number of Fam- 
ilies subscribing to any other West 
Michigan daily. 


ds Press" 
The Grand Rai ming Pl 


On Kent Tax Equa”. 


IN 
BOOTH \y 


THE BAY CITY TIMES 
THE SAGINAW NEWS 


THE ANN ARBOR NEWS 
JACKSON CITIZEN PATRIOT 


the Grand Roipids Press 


to 1... 


THE FLINT JOURNAL 
KALAMAZOO GAZETTE THE MUSKEGON CHRONICLE 


NATIONAL REPRESENTATIVES: A. H. Kuch, 260 Madison Ave., New Yark 16, MUrray Hill 5-2476; Sheldon B. Newman, 435 N. Michigan Ave., Chicago | 1, 
Superior 7-4680, Brice McQuillin, 785 Market St., Son Francisco 3, Sutter 1-3401; William Shurtliff, 1612 Ford Bldg., Detroit 26, WOodward 1-0972 


AN MARKET 


ADS 


. and smart space buyers realize 
also that their products can be sold 
thoroughly and economically with a 
single newspaper . . . The Grand 
Rapids Press . . . a newspaper that 
is growing right along with this phe- 
nomenal market. 


d WEST MICHIGAN IS YOURS WITH YOUR CAMPAIGN IN 


aia, The Grand Rapids Press 


-_ a: *ABC Publishers’ 


SPAPERS 


Statement September 30, 1956 


THE GRAND RAPIDS PRESS 


Advertising Age, May 27, 1957 


Alcoa Drive Aims to 
‘Sell Aluminum Trim 
to Auto Industry 


PITTSBURGH, May 21—Aluminum 
|Co. of America is using a five- 
pronged campaign to persuade the 
jauto industry to “Gleam and Go” 
with Alcoa aluminum. 

The company predicts that 30,- 
|000,000 Ibs. of aluminum will be 
used for auto trim in 1957—and to 
keep the industry well versed on 
Alcoa’s product it is running five 
|different series of ads aimed at 
| (1) fabricators, (2) engineers, (3) 
designers and body stylists, (4) 
|management and dealers, and fi- 
|nally (5) the consumer. 
| These ads constitute the first 
'such coordinated program in the 
,automotive field for the company. 
\It is also the first time that Alcoa 
| has used four-color in automotive 
trade publications. 


s B&w versions of the trade ads 
aimed at dealers and auto manage- 
ment will run as consumer ads. 
This consumer campaign will run 
jin The New Yorker and Vogue, 
“directed at style-conscious and 
trend-setting consumers.” The ads 
|are the same in both books except 
| that the copy in The New Yorker 
|} puts more emphasis on the func- 
|tional aspects of aluminum, while 
the Vogue copy plays up fashion. 

These fashion ads, both in the 
| trade and consumer books, accord- 
|ing to Alcoa, are “tailored to give 
auto dealers a powerful selling 
tool .. . the fashionable and func- 
tional advantages of aluminum— 
and show them how to use it.” 

Fashionable wearing apparel is 
incorporated because “women are 
| influential in the purchase of near- 
\ly 80% of all new autos.” 


® Commercials on the “Alcoa 
Hour” (NBC-TV) “provide cor- 
porate identification with alu 
minum trim.” Five different 20- 
second tv spots of “Gleam and Go” 
are also being aired across the 
country. 

All the ads are being merchan- 
dised “in every conceivable way” 
to Alcoa’s entire auto list: to cus- 
tomers of fabricators, fashion de- 
signers, etc., featured in the ads; 
to dealers, suppliers, department 
stores, dealer council members, 
Alcoa salesmen. 

Alcoa is also heavily distribut- 
ing a large color brochure pictur- 
|ing every 1957 car. This brochure 
is also offered in several ads. A 
small mailing piece illustrates all 
the places that aluminum is used 
|in the various makes of cars. 

Fuller & Smith & Ross, Cleve- 
land, is the agency. * 


Cryovac Appoints Four 

David H. Taylor, formerly gen- 
eral sales manager, has been ap- 
pointed director of marketing, a 
|new post, of Cryovac Co., divi- 
sion of W. R. Grace & Co., Cam- 
| bridge. The new position is part 
of a program of decentralizing the 
Cryovac sales organization. Also, 
as part of the program, Cryovac has 
appointed sales promotion manag- 
ers for its three U.S. operating di- 
visions. They are William Harrison, 
who joined the company in April 
from Carpenter Paper Co., west- 
ern division, Denver; William 
Squire, formerly a sales represen- 
tative, southern, Simpsonville, S.C., 
,and Donald K. Beyer, formerly 
| with Wurlitzer Corp., who was 
named eastern sales promotion 


| manager in January. 


ARF Sets Up Library 

A motivation research library 
| has been set up at the Advertising 
|Research Foundation, New York. 
| Basis for the new collection was 
|ARF’s recently published “Bibli- 
| ography of Theory & Research 
Techniques in the field of human 
motivation.” 
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Look ... the exciting story of people... 


what they do, what they feel. what they want, what they think... 


an ever-changing story told with 


warmth, understanding and wonder. 


THE ONES THAT LIVE ON 


Some magazine articles linger in the mind long after others are forgotten. 
These are the articles that influence people most deeply, move them most strongly. These 
are the articles that. each year. win the highest awards given to magazines by the nation’s 


leading professional and civic organizations. 


It is significant that, year after year, one magazine consistently captures a major share 


of the most coveted editorial honors presented. That magazine is LOOK. o 


On the following pages, you will find some of the awards won by LOOK in 1957. They 


cover a range of subjects almost as broad as the coverage of LOOK itself. They reflect 


LOOk’s accent on the exciting story of people. They are fresh and compelling recognition of 


LOOk’s ability to influence people, to move people, to live in their minds and in their hearts. 
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The El Paso Times 


An Independent Newspaper 
Morning and Sunday 


EFFECTIVE BUYING INCOME 


24 counties of West Texas 
and New Mexico 


$1,032,170,000 
A billion dollar market covered 
by El Paso’s two newspapers. 


El Paso Herald-Post 


A Scripps-Howard Newspaper 


Evening 


TWO Separate Newspapers - 33‘ Line BUYS BOTH! 


Merton Moore. 64, 
Former Ad Head of 
| Albers Milling. Dies 


SEATTLE, May 21—Merton Moore, 
64, advertising manager and di- 
rector of research of Albers Mill- 
ing Co. for many years, died May 
11 after a long illness. 

Mr. Moore was graduated from 

|the University of Wisconsin and 
joined the Carnation Co. at Chicago 


in 1920. In 1929, about the time} 


Carnation bought Albers, which it 
operates as a subsidiary, Mr. 
Moore came to Seattle. Later he 
became advertising manager and 
director of research. 


Advertising Age, May 27, 1957 


In the past two years Mr. Moore ness and was a reporter and later 
had been in semi-retirement but | editor on both the Buffalo Cour- 
|continued in an advisory capacity.|ier and the old Buffalo Express. 
Meantime, advertising for Albers | In 1921 when he left newspaper 
_was shifted to Carnation’s Los An-| work he was managing editor of 


| geles office. | the old Buffalo Enquirer. 
He then became publicity and 
‘GERALD K. RUDULPH advertising director of Fox Film 


BurraLo, May 21—Gerald K.|C©°rp., where he helped to popu- 
Rudulph, 79, former advertising| !@Tize_ such silent movie stars as 
director of Fox Film Corp. and|1T0™ Mix, Janet Gaynor, Charles 
RCA Photophone Inc., died here Farrell and Victor McLaglen. 
May 15 after a long illness. He| _ Later Mr. Rudulph edited Mo- 
had been retired since 1954. tion Picture Magazine before be- 

A native of Bowling Green, 0.,|C°™ing advertising manager of 
/Mr. Rudulph was the son of the | RCA Photophone Inc., a subsidi- 
late Allan W. RKudulph, founder|@"y of Radio Corp. of America. 
and publisher of the Bowling | Subsequently, he became a print- 
Green Sentinel. The son started |im& Salesman for the Holling 
his career in the newspaper busi- — here, and retired three years 


Mon-Fri 3.5.30 PM 
AVAILABLE 


GOLDEN GATE 
PLAYHOUSE 


Ge pa 


S. F. CHRONICLE + NBC AFFILIATE » CHANNEL 4 «+ PETERS, GRIFFIN, WOODWARD 


ii 


KRON is TV in SF 


]. MAYNARD MORGAN 

New YorK, May 21—J. May- 
nard Morgan, 77, vp of the Beebe 
Advertising Agency here, died 
| May 13 at Polyclinic Hospital. Aft- 
er graduating from Yale Univer- 
sity in 1902, he became a reporter 
}on the Argus, Lingston, N. Y., and 
later worked on the old Brooklyn 
Daily Eagle. 

Mr. Morgan left reporting to be- 
come an advertising salesman on 
the New York Post. After an as- 
| sociation with two small advertis- 
ing agencies, no longer in business, 
he joined the Beebe agency in 
1938. 
|} On his maternal side, he was 
|a great grandson of Gen. Robert 
E. Lee. Mr. Morgan was a direc- 
tor and assistant treasurer of the 
|Horatio Alger awards committee 
of the American Schools & Col- 
|leges Assn., and a committeeman 
|of the Queens County Republican 
| Committee. 


| 

(AL NAROFF 

| New York, May 21—Al Naroff, 
46, West Coast manager of Trans- 
Lux Television Corp., died May 
10 in Santa Barbara, Cal., while 
on a business trip. He had spent 
most of his business career in the 
motion picture industry. Born here, 
he started Brandt Theaters and 
was associated with that organi- 
|zation for 25 years before joining 
Trans-Lux as West Coast manager 
jlast January. , 


WILLIAM P. KEMBLE 

DANVILLE, Pa., May 21—William 
|Penn Kemble, 81, editor and pub- 
lisher of the Mount Carmel Item, 
died May 14 of a heart ailment. 
Mr. Kemble bought the Item, then 
|}a weekly, in 1897 in partnership 
with his father, Isaac Kemble. The 
newspaper began daily publication 
in 1902. 


WILLIAM E. O'BRIEN 
BUFFALO, May 21—William E. 
O’Brien, 65, who retired last De- 


San Franctscans are sold on. KRON-TV 


cember as advertising director of 
the Buffalo Courier-Express, died 
|May 14 at his home after an 
illness of several weeks. Mr. 
O’Brien joined the Courier as a 
young man and soon became an 
advertising representative. He had 
been advertising director of the 
Courier-Express for 35 years. 


|'ROY T. ANDERSON 

CHICAGO, May 21—Roy Taylor 
Anderson, 58, sales vp for R. R. 
|Donnelley & Sons, Chicago, died 
Saturday, May 11, in suburban 
|Evanston. He had been associated 
with the printing company for 29 
| years. A graduate of the University 
|of Illinois, Mr. Anderson served in 
the infantry in World War I and 
in the air corps in World War II. 


MARGARET C. SMITH 

Cuicaco, May 21—Mrs. Mar- 
garet C. Smith, 54, executive sec- 
retary of the Sales Executives 
Club of Chicago, died here May 
13. She had been with the Sales 
| Executives Club for 21 years. 
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LOOK WINS HIGHEST BENJAMIN FRANKLIN AWARD FOR 


“THE MOST DISTINGUISHED PUBLIC SERVICE BY AN AMERICAN MAGAZINE” 


B NATIONAL AFFAIRS ‘ 


A Yale professor. A Southern Senator. A Negro reporter. A white editor. This was the 


team Look called on last year to write an 18-page report on desegregation — “America’s greatest 
legal, political and emotional crisis since the Civil War.” 

The South vs. the Supreme Court (Loox, April 3, 1956) presented both sides without 
prejudice. It showed what segregation means . . . what desegregation*would mean . . . what and who 
are blocking desegregation. Citing the report, the University of Illinois gave Look its Benjamin 
Franklin Award “for the most distinguished public service during 1956 by an American magazine.” 
This is the highest of all Franklin awards, which are generally regarded as the Pulitzer Prizes of the 


magazine field. Look—Tue Excitinc Story OF PEOPLE 
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Two Join ‘American Weekly’ 
Lynn Phillips Jr., formerly 


New York sales 
American Weekly. 


staff 


| Morgan Joins Ahrensdort 


in David W. Morgan, formerly on 


NBC-TV sales, and Jim McCarty, the sales staff of Foster & Kleiser, 
last with Parade, have joined the | Los Angeles, and before that with 
of The| Woman’s Home Companion, De- 


troit, has joined the Los Angeles 


office of Robert E. Ahrensdorf &,;a McGraw-Hill publication, has 
Associates, publishers’ representa-| announced new subscription rates 
tive. effective Sept. 1. New rates are} 

one year, $5 (old rate, $3); two) 
‘Control Engineering’ Price Up | years, $8 (old rate, $4); three) 
Control Engineering, New York, 
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years, $10 (old rate, $5). 
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SAN DIEGO= 
YOUNG GIANT MARKET 


| 


| 


| pitch 


Advertising Age, May 27, 1957 


TARTAN TIPS—This opening ad in 
McKesson & Robbins’ ’57 Tartan 
campaign carries an editorial-style 
|column at left, in addition to a 


for the company’s suntan 
preparation. This ad runs in June 
issues of Ladies’ Home Journal, 
McCall’s and The Saturday Eve- 
ning Post. Dancer-Fitzgerald-Sam- 
ple, New York, is the agency. 


| Purex Revamps Its 


| 
-) 1956 Automotive Sales. 


$186, 836,000 | 


San Diego is the Young Giant Market of the West — 
a mighty market that’s “going places” fast. 


| 


In 1956, San Diego County automotive sales 
totaled more than $186 million — just one indication 
of the market's solid prosperity and dynamic expansion. 


And behind the spectacular growth of this Young Giant 
lies an economic heritage which has developed steadily and 
sturdily since California began. 


| 


To sell this great and growing market — at the lowest cost 
per sale — advertise in two great and growing newspapers: 
The San Diego Union and Evening Tribune. 


Sales estimate copyrighted 1957 Sales Management Survey of Buying Power. 
Further reproduction not licensed. 


The San Diego Union — 
as 
EVENING TRIBUNE 


a 


“The Ring GW of Truth” 


COPLEY NEWSPAPERS 


15 “Hometown” Newspapers covering San Diego, California — 
Northern Illinois — Springfield, Ilinois — and Greater Los Angeles... 
Served by the COPLEY Washington Bureau and the 

COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


7 


;er, 
|Protex deodorant toilet soap, now 


| accounts 
be and Wyoming. John W. Pat- 


| and general manager, 


Marketing Division 


Soutu Gate, CAL., May 21—Pur- 
ex Corp. has reorganized its mar- 
keting division “to achieve com- 
plete correlation of advertising, 
promotion, marketing research, 
public relations and product re- 
search.” 

Three departments will now 
function under the marketing di- 
vision. A new department of ad- 
vertising and promotion has been 
set up, with a new department of 
marketing research and public re- 
lations. The company’s chemical 
and product research department 
has been moved into the market- 


| ing division. 


Craig Davidson, who joined Pur- 
ex in 1949, will continue as vp of 
marketing. Leslie C. Bruce Jr., 
formerly brand advertising man- 
ager, has been named the com- 
pany’s first director of advertising 
and promotion and will handle 
all Purex products—Purex liquid 
bleach, Beads O’Bleach, Trend, 
Trend-Liquid, Blue Dutch cleans- 
Sweetheart toilet soap, plus 


in test markets. Prior to joining 
Purex in 1954, Mr. Bruce was with 
Sherman & Marquette (now Bryan 
Houston Inc.) on the Colgate- 
Palmolive account, and with Ben- 
ton & Bowles on Procter & Gam- 
ble’s Tide account. 


® Jack Northrup, formerly brand 
advertising manager and supervi- 
sor of market and consumer re- 
search, has been named to the new 
post of director of marketing re- 
search and public relations. 

Dr. Robert C. Ferris will con- 
tinue as director of research, a 
post he has held since 1952. # 


McGraw-Hill Adds Office 
McGraw-Hill Publishing Co., 
New York, will open a sales office 
in Denver on July 1. It will service 
in Colorado, Montana, 


ten, who has represented two of 
the company’s publications (Coal 
Age and Engineering & Mining 


Journal) in New England, will be 
manager of the Denver office. 


Gaines Named WOAI Head 


James M. Gaines, formerly vp 
has been 
appointed president and general 
|manager of WOAI and WOAI-TV, 
San Antonio. Hugh Halff Jr., son 
of the late Hugh A. L. Halff, who 
headed the company until his 
| death on April 14, has been named 
|chairman of the board of South- 
land Industries, operator of the 
stations. 
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LOOK WINS NATIONAL HEADLINERS CLUB'S ONLY MAGAZINE AWARD 


FOREIGN AFFAIRS 


“War (between Arabs and Israel) could break out any day. Prospects (for peace) don’t 
look bright.” These statements appeared in Arab vs. Jew (Look, May 29, 1956). Five months later, 
Egypt and Israel were at war. Look was able to anticipate the Mid-East crisis because of its deep 
interest in people. While the world was being reassured by official communiques, LooK writers went 
into Egypt and Israel and talked to the people. The people talked war. 

Arab vs. Jew was chosen by the National Headliners Club—an organization of prominent 
newsmen—as “the best 1956 news feature in a magazine.” This was the third year in the past four 


that Look won the Headliners’ only magazine award. Look—TuHe Excitinc Story oF PEOPLE 
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If you sell through Industrial Distributors, 
keep their salesmen under “‘full steam” with... 


P.S. And if you don’t, 
find out what they can 
do for you. Write for 
... new free handbook, 
“Industrial Distributors” 


Industrial Distribution 


A McGraw-Hill Publication (ABC-ABP) New York 36 


| Nielsen Offers Booklets 
on Radio, TV Audiences 


A. C. Nielsen Co., Chicago, has 


| published two brochures giving 
| the current audience dimensions of 


radio and tv. In each booklet, 


“Television Facts 1957” and “Ra- 


dio Facts 1957,” Nielsen gives an 


| estimate of $10.5 billion to be spent 


| statistics charted. 


|ownership of sets, are among the 


Frank Wright Adds Kevo 

Frank Wright National Corp.,| 
San Francisco, has been appointed 
to direct advertising for Kevo Co., | 
Azuza, Cal., manufacturer and) 
distributor of nutritional health} 


\in advertising in 1957, $2 billion | foods. Campaign plans call for use| 
|of which will be spent in broad-|of newspaper, radio and trade) 


| 
| 
| 


cast media. 
Hours of listening per day, sea- 
sonal variations in listening time, 


magazine advertising. The compa- | 
ny formerly placed its advertising | 
direct. 


ect 


“Finchley, we just voted you a key to our private washroom!” 


Anyone who can find a way to cut costs without 
losing quality will find new doors opening for him. 
And many Finchleys (may the welcome mat always 
be out) have found the key in a stack of company 
printing bills. Perhaps you can, too! 


It’s as easy as this! Paper represents over 25 per 
cent of the average printing job. And Consolidated 
Enamel Printing Papers cost less than other enamel 
papers of equal quality! 

What's the story? Consolidated pioneered a mod- 
ern papermaking method that eliminates costly 
manufacturing steps, yet maintains finest quality. 


ae 
ae 


| 
| 


| 
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SYNESTHESIA—Calypso Beat is the 

name of Max Factor’s new off- 

beat shade of lipstick. Shown here 

is a counter display of the new 

shade, to be promoted this sum- 

mer. Doyle Dane Bernbach, New 
York, is the agency. 


District Court Names 
Trustee-Manager 
for Seaboard Drug 


New York, May 21—U. S. Dis- 
trict Judge William B. Herlands 
has appointed a trustee to operate 
and manage the business of Sea- 
board Drug Co. and attempt to re- 
organize the company. 

The trustee, J. Raymond Mc- 
Govern, has been given several 
months during which he will at- 
tempt a plan of corporate reorgan- 
ization. In the meantime, all ac- 
tions pending against the company 
have been stayed. 

This includes the involuntary 
bankruptcy petition filed recent- 
ly by Grant Advertising and two 
other creditors (AA, May 13). In 
a disputed claim, Grant says it 
is owed $110,404 by the maker of 
Merecin. 


® Carlos Franco Associates, Sea- 


' 
| 


|board’s former agency, also has a 
|court action against the company, 
claiming damages of $156,718. In 
| the Franco suit, Grant Advertising 
is a co-defendant along with Sea- 
board. 

Seaboard President Harry Pat- 
terson told ADVERTISING AGE last 
week that if the corporate reor- 
ganization is approved, advertis- 
ing man Hamilton Hoge would be- 
come an officer and—along with 
others to be brought in—an in- 
vestor in the company. All ad- 
vertising for Merecin has stopped, 
and current sales are “very slow,” 
Mr. Patterson said. 

The court has ordered Mr. Mc- 
Govern to report June 24 on Sea- 
board’s current operations. + 


Goodrich Boosts Gates, Clark 


FREE OFFER! Prove it yourself! Make your own 
comparison test run with your printer under any 
conditions you like. Just ask your Consolidated 


Paper Merchant for free trial sheets. 


Available only through your Consolidated Paper Merchant 


Enamel Printing 


| 


| 
| 


| 


Papers 


a complete line for offset and letterpress printing 
CONSOLIDATED WATER POWER ANDO PAPER COMPANY | 
SALES OFFICES: 138 6. LA SALLE ST. ¢ CHICAGO 3B. ILL. | 


} 


D. W. Gates, merchandising 
manager of B. F. Goodrich Tire Co., 
Akron, has been named to the new 
post of manager of automotive 
chain store sales of the company’s 
associated tires and accessories di- 
vision. He is succeeded in the mer- 
chandising post by Grover C. 
Clark, advertising and sales pro- 
motion manager. Named to Mr. 
Clark’s former position is Robert 
O. Howard, formerly a member of 
the merchandising department. 


Medill Names Cole Dean 

Ira W. Cole has been named 
dean of the Medill school of jour- 
nalism, Northwestern University, 
Evanston, Ill., effective Sept. 1. 


| Prof. Cole, who has been director 


\ 


of the school of journalism of 
Pennsylvania State University, will 
succeed Kenneth E. Olson, who 
will retire in June as dean, but 
will remain on the Medill staff. 
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LOOK WINS LASKER FOUNDATION'S ONLY MAGAZINE AWARD 


HEALTH 


‘ “A vivid and comprehensive report on the nation’s progress in the war against the chief 
killing and crippling diseases.”’ With this summary of the winning entry, the Albert and Mary Lasker 
Foundation recently presented its only 1956 magazine reporting award—one of the highest honors 
in medical journalism—to Look Medical Editor Roland Berg for “his outstanding article,” The 
State of the Nation’s Health (Loox, April 17, 1956). 

The Lasker award was the second major honor accorded Mr. Berg in the past year, his 
1955 Salk polio vaccine report in Look having won the Benjamin Franklin Award for the year’s 


*“*best article on science or health.”” Look—TuHeE Excitinc Story oF PEOPLE 
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Houston, May 21—Account ex- 
}ecutives and principals of mod- 
erate-size agencies should spend 
part of their time seeking new 
business rather than assigning a 
fulltime man to the job of lining 
up new clients. 


Buying Grand Rapids? 


mons oc If so,,, get ALL the FACTS FIRST! 
. for example: DO YOU KNOW: 
® How many Grand Rapids families earn over $4,000 per year? 
- . « Own their own home? . . . Smoke Cigarettes? . . . Drink 
beer and other beverages? . . . Spend for food? .. . Own cars? 
®76% -of The Morning Herald’s City Zone circulation is de- 
livered into the homes of the 2 upper income group families? 
This is just some of the data revealed by a recent survey conducted by 
Publication Research Service, Inc., of Chicago, Illinois. Be sure to read 
ALL THE FACTS in The Herald's new booklet, “talk the MOST to the 
families who buy the MOST." |new business and increasing agen- 
Or ask your nearest Sawyer, Ferguson & Walker Company Rep., N. Y. C., icy billings. 
Chicago, Detroit, Philadelphia, Atlanta, Los Angeles, San Francisco, Seattle. | “Account executives and princi- 


pal owners of agencies must spend 
— Che Grand Rapids Berald 


a portion of their time on new 
Member of Federated Publications 


business,”” Mr. Black said. He 
classed as moderate “those agen- 

REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


Black, president of A. S. Black & 
Co., Houston, who spoke at the 
annual convention of the South- 
western Assn. of Advertising 
Agencies. His subject was getting 


MICHIGAN |cies which bill up to $3,000,000 a 


year, averaging perhaps $1,000,000 
/a year.” 


Furniture Capital 
of the World 


|@ For such agencies, Mr. Black 
|said, formal presentations to pro- 


WE'VE GOT WHAT IT TAKES 
TO GET YOU 
OFF THE HOOK 


If you are hung-up over 
Merchandising at the Point-of- 
Saie—we would like to get you 
back on firm footing with solid 
down-to-earth help. 


First of all, we are specialists. 
For more than half a century, 
Chicago Show has devoted its 
talents to one phase of advertising: 
Producing merchandising 
programs that sell hard at the 
point-of-sale. We like to think of 
ourseives as a ‘‘House of ideas,” 
converting sound sales ideas into 
dynamic merchandising programs 
designed to increase traffic at the 
retail levei—yet tied in closely with 
your overall promotion scheme. 

Our nation-wide staff of experts 
want to sink their hooks into your 
point-of-sale problems. We can 
follow through on every detail — 
from idea conception to job 
completion—for a single display, 
or a year-round display program. 
How about talking your probiems 
over with us today. We'll show 
you how to get action where 
it counts—at the cash register. 


Merchandising at the POINT-OF-SALE 


® Lithographed displays for ind a 


use * Animated Displays 
® Cloth and Kanvet Fiber Banners and Pennants ® Mystik*® Seif-Stik Displays 
® Mystik® Can and Bottle Holders © Mystik*® Seif-Stik Labeis ¢ Squee-zei* 


* Econo Truck Signs * Booklets and Foiders ©* Moided Piastic 


Trademark Mystik Registered 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


This was the opinion of A. S.| 


|Spective accounts are a waste of 
|money and not economically sound. 

“An agency of moderate size is 
not qualified to go into the XYZ 
Co. and tell it what to do until 
after the advertiser has awarded 
|the account and provided the in- 
side detail,” he said. 

Mr. Black said he believes in 
long-term cultivation of accounts 
in preference to cold calls. The 
long-range method, he said, is 
“slow, but you get to know the 
principals on the prospective ac- 
count, and they get to know you,” 
he said. 

Dr. Melvin Hattwick, director of 
marketing research for Continen- 
tal Oil Co., cautioned agency offi- 
cials not to go overboard on moti- 
| vational research. 
| “Approach it cautiously and de- 
termine for yourselves whether it 
belongs in your program and 
where it can do a job for you,” 
Dr. Hattwick said. + 


12 Stations Take 
Blair's Advice on 
New Rate Cards 


New York, May 22—John Blair 
& Co.’s advice to the stations it 
represents that they adopt a new 
radio rate card featuring a flat 
rate has been taken to heart by 
about 12 out of a list of 42 stations. 
The new rate incorporates the old 
discounts and shows at a glance 
what a certain amount of time will 
cost. 

Advice to stations by a repre- 
sentative does not always fall im- 
mediately on receptive ears. A 
proposal made last month by Ed- 
ward Petry & Co. that its stations 
slash their nighttime rates to 50% 
of day rates, has not been taken 
up by any of the stations yet. How- 
ever, an appreciable number have 
told Petry they will go along with 
the idea eventually. Others in- 
|cluding WGN, Chicago, and WIP, 
Philadelphia, flatly rejected the 
suggestion (AA, April 29). 

Blair’s proposal applies specifi- 
cally to announcements, but is 
adaptable to programs as well; it 
is not a rate cut. = 


Rogers Appoints Five 

Rogers Publishing Co., Engle- 
wood, Colo., publisher of Design 
News, Purchasing News and Elec- 
trical Design News, has made five 
new appointments to its sales staff. 
They are John D. Curley, formerly 
with Flow, to the New York staff; 
Richard Rodman, previously with 
National Cash Register Co., to the 
new Indiana territory; John S. 
Sutherland, formerly with Rogers’ 
Denver office, manager of a new 
Pittsburgh sales office; Robert Co- 
burn, formerly handling the Long 
Island territory, to a new eastern 
Pennsylvania territory, and Wil- 
liam Blair, previously with Mon- 
santo Chemical Co., to a new 
| Connecticut territory. 


‘Jerrold Sales Increase 

Jerrold Electronics Corp., Phil- 
adelphia, which makes, among oth- 
er items, community tv antenna 
systems and closed-circuit tv sys- 
tems, reports sales and service 
revenues for the fiscal year ended 
Feb. 28 of $5,142,702, compared to 
$3,703,065 for the previous fiscal 
year. Net income was $166,133 or 
15¢ a share, compared to $119,838 
or 1l¢ a share for the previous 
year. 


Miles Lid. Boosts Podesta 
Anthony P. Podesta, with Miles 
Laboratories Ltd., Toronto, since 
1950, has been named general sales 
and promotion manager. Mr. Po- 
desta will have charge of sales and 
advertising; E. D. White continues 
| as Sales manager. 


Advertising Age, May 27, 1957 


| Bigtime New Business Setup Is Uneconomic 
| for Smaller Agency, Black Tells Houston Meet 
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LOOK WINS EDUCATION WRITERS ASSOCIATION'S HIGHEST MAGAZINE AWARD 


EDUCATION 


When Look set out last year to publish an article on public schools and teachers, it used 
an approach that is typically Loox’s. It took its readers into a public school and introduced them to 
a teacher. What Is a Teacher? (Loox, February 21, 1956) was a moving commentary on the rewards 
and penalties of teaching . . . an analysis, in human terms, of the public school controversy. 

In recognition of the article, the National Education Association last year gave Look the 
first School Bell Award. And, in 1957, the Education Writers Association—foremost organization of 
education editors and reporters—selected What Is a Teacher? as “‘the outstanding 1956 article on 


? 


education in a general-circulation magazine.” Look—Tue Excitinc Story oF PEOPLE 
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| Bigtime New Business 


erate-size agencies should spend 


If so... get ALL the FACTS FIRST! 2 of their time seeking “new 
- ’ usiness rather than assigning a 
for example: DO YOU KNOW: fulltime man to the job of lining 
® How many Grand Rapids families earn over $4,000 per year? = un new clients 
. . » Own their own home? . . . Smoke Cigarettes? . . . Drink This wes the opinion of A. 8 
beer and other beverages? . . . Spend for food? . . . Own cars? Black id , A S. Bl k & 
®76% -of The Morning Herald’s City Zone circulation is de- ack, president of A. S. Blac 
livered into the homes of the 2 upper income group families? | ©°- Houston, who spoke at the 
This is just some of the data revealed by a recent survey conducted by annual convention of the South- 
Publication Research Service, Inc., of Chicago, Illinois. Be sure to read western Assn. of Advertising 
ALL THE FACTS in The Herald's new booklet, “talk the MOST to the Agencies. His subject was getting 
families who buy the MOST." |new business and increasing agen- 
Or ask your nearest Sawyer, Ferguson & Walker Company Rep., N. Y. C., ley billings. 
Chicago, Detroit, Philadelphia, Atlanta, Los Angeles, San Francisco, Seattle. “Account executives and princi- 
| pal owners of agencies must spend 
+ a portion of their time on new 
Che Grand Rapids Werald PRs 
classed as moderate “those agen- 
Member of Federated Publications | |cies which bill up to $3,000,000 a 
:; year, averaging perhaps $1,000,000 
REPRESENTED NATIONALLY BY la year.” 
SAW YER-FERGUSON-WALKER COMPANY 


MICHIGAN 


Furniture Capital 
of the World 


® For such agencies, Mr. Black 
| said, formal presentations to pro- 


WE'VE GOT WHAT IT TAKES 
TO GET YOU 
OFF THE HOOK 


if you are hung-up over 
Merchandising at the Point-of- 
Sale—we would like to get you 
back on firm footing with solid 
down-to-earth help. 

First of all, we are specialists. 
For more than half a century, 
Chicago Show has devoted its 
talents to one phase of advertising: 
Producing merchandising 
programs that sell hard at the 
point-of-sale. We like to think of 
ourselves as a ‘‘House of ideas," 
converting sound sales ideas into 
dynamic merchandising programs 
designed to increase traffic at the 
retail level—yet tied in closely with 
your overall promotion scheme. 

Our nation-wide staff of experts 
want to sink their hooks into your 
point-of-sale problems. We can 
follow through on every detail— 
from idea conception to job 
completion—for a single display, 
or a year-round display program. 
How about taiking your probiems 
over with us today. We'll show 
you how to get action where 
it counts—at the cash register. 


Merchandising at the POINT-OF-SALE 


® Lithographed displays for indoor and outdoor use *® Animated Displays 
® Cloth and Kanvet Fiber Banners and Pennants ¢ Mystik*® Seif-Stik Displays 
© Mystik® Can and Bottle Holders * Mystik® Self-Stik Labels * Squee-zel* 


*® Econo Truck Signs * Booklets and Foiders * Moided Piastic 


Trademark Mystik Registered 


CHICAGO SHOW PRINTING COMPANY, 2640 N. KILDARE, CHICAGO 39 


Advertising Age, May 27, 1957 


Setup Is Uneconomic 


for Smaller Agency, Black Tells Houston Meet 


, sds? | 
uyl n q ra n =) pi Ss > | Houston, May 21—Account ex- | spective accounts are a waste of 


}ecutives and principals of mod-| money and not economically sound. 


“An agency of moderate size is 
not qualified to go into the XYZ 
Co. and tell it what to do until 
after the advertiser has awarded 
the account and provided the in- 
side detail,” he said. 

Mr. Black said he believes in 
long-term cultivation of accounts 
in preference to cold calls. The 
long-range method, he said, is 
“slow, but you get to know the 
principals on the prospective ac- 
count, and they get to know you,” 
he said. 

Dr. Melvin Hattwick, director of 
marketing research for Continen- 
tal Oil Co., cautioned agency offi- 
cials not to go overboard on moti- 
| vational research. 
| “Approach it cautiously and de- 
termine for yourselves whether it 
belongs in your program and 
where it can do a job for you,” 
Dr. Hattwick said. + 


12 Stations Take 
Blair's Advice on 
New Rate Cards 


New York, May 22—John Blair 
& Co.’s advice to the stations it 
represents that they adopt a new 
radio rate card featuring a flat 
rate has been taken to heart by 
about 12 out of a list of 42 stations. 
The new rate incorporates the old 
discounts and shows at a glance 
what a certain amount of time will 
cost. 

Advice to stations by a repre- 
sentative does not always fall im- 
mediately on receptive ears. A 
proposal made last month by Ed- 
| ward Petry & Co. that its stations 
|slash their nighttime rates to 50% 
of day rates, has not been taken 
up by any of the stations yet. How- 
ever, an appreciable number have 
told Petry they will go along with 
the idea eventually. Others in- 
cluding WGN, Chicago, and WIP, 
Philadelphia, flatly rejected the 
suggestion (AA, April 29). 

Blair’s proposal applies specifi- 
cally to announcements, but is 
adaptable to programs as well; it 
is not a rate cut. + 


Rogers Appoints Five 

Rogers Publishing Co., Engle- 
wood, Colo., publisher of Design 
News, Purchasing News and Elec- 
trical Design News, has made five 
new appointments to its sales staff. 
They are John D. Curley, formerly 
with Flow, to the New York staff; 
Richard Rodman, previously with 
National Cash Register Co., to the 
new Indiana territory; John S. 
Sutherland, formerly with Rogers’ 
Denver office, manager of a new 
Pittsburgh sales office; Robert Co- 
burn, formerly handling the Long 
Island territory, to a new eastern 
Pennsylvania territory, and Wil- 
liam Blair, previously with Mon- 
|}santo Chemical Co., to a new 
Connecticut territory. 


Jerrold Sales Increase 

Jerrold Electronics Corp., Phil- 
adelphia, which makes, among oth- 
er items, community tv antenna 
systems and closed-circuit tv sys- 
tems, reports sales and service 
revenues for the fiscal year ended 
Feb. 28 of $5,142,702, compared to 
$3,703,065 for the previous fiscal 
year. Net income was $166,133 or 
15¢ a share, compared to $119,838 
or 1l¢ a share for the previous 
year. 


Miles Ltd. Boosts Podesta 
Anthony P. Podesta, with Miles 
|Laboratories Ltd., Toronto, since 
1950, has been named general sales 
|}and promotion manager. Mr. Po- 
desta will have charge of sales and 
advertising; E. D. White continues 
| as Sales manager. 
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LOOK WINS EDUCATION WRITERS ASSOCIATION'S HIGHEST MAGAZINE AWARD 


EDUCATION 


When Look set out last year to publish an article on public schools and teachers, it used 
an approach that is typically Loox’s. It took its readers into a public school and introduced them to 
a teacher. What Is a Teacher? (Loox, February 21, 1956) was a moving commentary on the rewards 
and penalties of teaching . . . an analysis, in human terms, of the public school controversy. 

In recognition of the article, the National Education Association last year gave Loox the 
first School Bell Award. And, in 1957, the Education Writers Association—foremost organization of 
education editors and reporters—selected What Is a Teacher? as “‘the outstanding 1956 article on 


education in a general-circulation magazine.” Look—TuHeE Excitinc Story OF PEOPLE 
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one of the top ten midwest 
YOU NEED DAVENPORT NEWSPAPERS 


The Quad-Cities — Davenport, lowa, Rock Island, Moline, 
and East Moline, Illinois, is a single market — one of the 
Big 10 in the Midwest! 


Sell this $494,275,000 market 


through Davenport Newspapers — 
first in lineage in all lowa! 


DAVENPORT 
NEWSPAPERS 


© MORNING © EVENING 
© suNDar 


CIRCULATION Over 50,000 
Full R.0.P. Color 53,000 


7 Days per Week 


Represented by Jenn & Kelley, lac. 


John Given, Heinz 
Director, Retired 
Ad Head, Dies at 85 


New York, May 22—John La- 
Porte Given, 85, who retired in 
1919 as vp in charge of sales and 
advertising of H. J. Heinz Co., 
_- |Pittsburgh, died May 20 at Doc- 
tors Hospital here. He was still a 
board member of Heinz at his 
death. 

Mr. Given began his career at 18 
as a reporter for the Times, Al- 
toona, Pa. He was graduated from 
Cornel! University in 1896 and then 
joined the staff of the old New 
York Evening Sun. In 1903 he 
joined the old Frank Presbrey ad- 
vertising agency. 

In 1907 his book, “Making a 
Newspaper,” was published by 
Henry Holt & Co. and became a 
textbook in early schools of jour- 
nalism. He joined the Heinz or- 
ganization shortly afterward. His 
wife, the former Irene Heinz, 


they Buy More because they Have More! 


@ All aboard! Here’s the green light market for whatever 
you're selling . . . from electric trains to electric pumps. 
Among cities of 600,000 and over, Indianapolis ranks 7th 
nationally in retail sales per capita. Average income per 
family is a whopping $6,669 . . . 39.3% above the national 
average. * No wonder the Federal Reserve Bank of Chicago, 
in its latest annual report, calls Indianapolis “Big Town— 
Boom Town of The Midwest” and predicts that this boom 
is here to stay! So it will pay you to consider carefully 
these important facts about our great and growing market! 


KELLY-SMITH COMPANY - NATIONAL REPRESENTATIVES 


* Sales Management, Survey of Buying Power, May 10, 1956 


THE INDIANAPOLIS STAR < 


YOUR FIRST TEAM FOR SALES IN 


> It’s Bic . . . it’s growing! In 1956, Indiana was second 
in industrial growth in the U. S. 

> It’s Sreapy . . . a balance between industry and agricul- 
ture that assures a stable market. 

> You get Saruration Coverace of the metropolitan area, 
plus an effective bonus coverage of the 44 surrounding 
counties, in The Indianapolis Star and The Indianapolis 
News. Write for complete market and circulation data. 


Member, Metro Sunday Magazine Network 
Member, Metro Sunday Comics Network 


INDIANA 
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daughter of the late H. J. Heinz, 
died in 1956. 


BRUCE ROGERS 

NEW FAIRFIELD, CONN., May 21— 
Bruce Rogers, 87, book designer 
and typographical expert, died 
May 18 at his home here. He had 
celebrated his 87th birthday four 
days earlier. 

Mr. Rogers was regarded as a 
master of typography and exer- 
cised an important influence on 
book making in both England and 
America. He designed more than 
500 books. An exhibition of 50 
years of his work is currently on 
display at the Lakeside Press Gal- 
leries in Chicago. 

Although never a printer him- 
self, Mr. Rogers began his career 
as a chalk plate artist on the Indi- 
anapolis News after he was grad- 
uated from Purdue University in 
1890. Later, he became a landscape 
artist, railroad man in Kansas City 
and a draughtsman for the Indiana 
Illustrating Co. 

Between 1895 and 1912 he was 
designer of fine printing and limit- 
ed editions for the Riverside Press, 
Cambridge, Mass. In 1917 he went 
to London to join Emery Walker 
Ltd., and subsequently he became 
printing adviser to the Cambridge 
University Press. Between 1920 
and 1934 he held the same position 
with the Harvard University Press. 
From 1920 to 1928 he was also as- 
sociated with William Edwin 
Rudge, Mount Vernon, N. Y., 
printer. 


® Perhaps the most famous of his 
volumes was a single issue of the 
Bible issued by the Oxford Uni- 
versity press, which he presented 
to the Library of Congress in 1935. 
This was printed on a single ream 
of paper. 


JAMES T. KELLER 

St. Lourts, May 21—James T. 
Keller, 86, retired treasurer of the 
Pulitzer Publishing Co., publisher 
of the Post-Dispatch, died May 19 
of a cerebral hemorrhage. Born in 
Edwardsville, Ill., Mr. Keller was 
graduated from the University of 
Missouri and joined the St. Louis 
Republic’s business staff in 1891. 
In 1895 he became head bookkeep- 
er of the Post-Dispatch and was 
elected treasurer in 1906. He was 
secretary as well as treasurer of 
the publishing company from 1911 
to 1919 and also was active in the 
publication of the old New York 
World. He retired in 1943. 


MARCEL SCHULHOFF 


PHILADELPHIA, May 21—Marcel 
Schulhoff, advertising director of 
the Greater Philadelphia Maga- 
zine for the past year, and for 
many years head of Marcel Schul- 
hoff Co., New York, died suddenly 
today at the Albert Einstein Med- 
ical Center while being prepared 
for surgery. Mr. Schulhoff had de- 
veloped his New York agency into 
one billing nearly $10,000,000 when 
he was taken ill. He returned to 
Philadelphia about three years ago. 


VICTOR N. RAISER 

New York, May 21—Victor N. 
Raiser, 46, New England sales 
manager of Research & Engineer- 
ing, died May 18 of a heart attack 
at a fishing lodge in Maine. He had 
been associated with Research & 
Engineering for the past year. Be- 
fore that he had been vp of Indus- 
trial Laboratories Publishing Co., 
Chicago. Earlier in his career he 
had been an account executive 
with O. S. Tyson & Co., New York 
agency. 


MRS. C. A. ROBERTS 

Fort Dopce, IA., May 21—Mrs. 
C. A. Roberts, 83, president of the 
Messenger Printing Co., died in a 
hospital here ten days after suffer- 
ing a stroke. She was the widow of 
C. A. Roberts, publisher of the Fort 
Dodge Messenger from 1902 until 
his death in 1933. 
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FRANKLIN 
MAGAZINE 
AWARD 


oP AAT OOCTNG 4 PERSON UVES OF DAD 


= Ameen magnine ot geet dentate 1956 


TO: Jim Bishop 


eee 
me me 


LOOK WINS BENJAMIN FRANKLIN AWARD FOR “BEST ARTICLE ON A PERSON” 


PERSONALITIES 


“Jackie Gleason lives on Fifth Avenue in a penthouse overlooking ...Central Park. As 
he leans on his parapet, proudly surveying ‘my park,’ dressed in lemon-colored pajamas... his robe 
whipping in the breeze, he looks like an Army weather balloon.” 

With this candid description, best-selling author Jim Bishop began The Life Story of 
Jackie Gleason (Loox, February 7, 21, March 6, 1956). Probing deep, the series bared the gluttony 
and fears, along with the talent and warmth, that characterize the $3,000,000-a-year comic. 

Here was “the exciting story of people—what they do, what they feel, what they want, 
what they think.”’ Here was a story in the highest Look tradition, winner of the Benjamin Franklin 


Award for the year’s “best article depicting a person.” Look—Tue Excitinc Story oF PEOPLE 
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Honors Carlberg, Hoefer 


S.F. Adclub Elects Lawler; 


N. F. (Shad) Lawler, vp of sales 
of Foster & Kleiser Co., has been} 


elected president of the San Fran-)Zellerbach Paper Co., Advertising | 


cisco Advertising Club. Other of-| Woman of the Year, and John H. | 


mg ime 

Your source for outstanding 

} WOODCUT illustration. 
Specimen prints and 
complete information 
upon request. 


is 


Corp., vp; Mrs. 


United Ajrlines, secretary, 


den Printing Co., treasurer. 


| Walsh, New York. Mr. 


The adclub also has named Mrs. | joined the agency’s copy depart- 


Glory Palm Carlberg, advertising 
THE SANDER Ween ENERAVING CO., NC, / 5425. DeaRBOMN st. /emeses aNd sales promotion manager of 


100 
BIG! ! 


TOO LITTLE? 2??? 


Has your publication outgrown your present 
printer's capacity?—Could it be produced for 
less money in a larger shop?—Or do you think 
it might get lost in a very large plant? 
We are big enough to be efficient and small 
enough to have your interest at heart. 
Idea) location for distribution to the Eastern 
half of U.S. and over a century of experience 
and know how are coupled with a complete 
modern plant for efficient manufacture of 
periodical] printing. 
Let's see if we can help you. 

detailed informati write: 


BOX 600 ADVERTISING AGE 
200 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 


ficers elected include Robert G.| Hoefer, president, Hoefer, Diete- 
Hill, advertising manager, Colum-|rich & Brown, Advertising Man 
bia Geneva division, U.S. Steel|of the Year. 

Carol MacAn-| 
drews, manager of special events, 
and | 
Harry F. Borden, president of Bor- | 


| 


Batman Named Copy Director 
Tom Batman has been appoint- 

ed copy director of Cunningham & 

Batman 


| Erickson, where he was vp and 
jassociate creative director. Cun- 
jningham & Walsh also has pro- 


Huntington Tells 
Do's, Don'ts of 


Liquor Coupons 


|ment late last year from McCann- | 


| moted Charles Coltera, formerly in| 
| charge of art traffic, general man- | 


| ager of the art department. He has 
| been with the agency 25 years. 


|McDonald Joins R&R as A.E. 
David J. McDonald, formerly vp 


K Wank, McDonald & Lee, San | 


Francisco, has joined Ruthrauff & 
| Ryan, San Francisco, as an account 
| executive. 


(Continued from Page 2) 
rapidly “because the public has 
always welcomed the idea of get- 
ting something for nothing.” 


s Noting that there is often a fine 


line between coupon plans accept- | 


able under the FAA Act, and those 
which are prohibited, he gave 
three examples of coupon promo- 
tions studied by his staff in recent 
weeks. 


e Among the acceptable promo- 


tions was a plan involving certifi- | 


cates in the form of checks, which 
were placed on bars by a well 
known brand. By paying the regu- 


YES! THIS IS A DRIVER’S SEAT! 


With overdrive—and power drive and “horsepower’’ to spare. 
From behind your media-buying desk you can sit in this driver’s 
seat and cover Hometown and Rural America with the swish 
of your ball point pen. 
Hometown and Rural America is that rich, responsive market 
of more than 80 Million Americans, tuned regularly to the 950 
Keystone Broadcasting Radio station affiliates. 
In your driver’s seat you can pick your route and the number of 
towns you wish to BLANKET with your sales message. 
Leave out the side roads and the backroads and the detours. 
Drive right down MAIN street via KBS . . . 90 stations or 900 
...+ we'll draw your roadmap to suit the sales need 
that’s pressing you most. 
Ask us to prove our story. We'll love it. 


Send for our new station list 


time and place are chosen for you 


CHICAGO NEW YORK LOS ANGELES SAN FRANCISCO 
111 W. Washington 527 Madison Ave. 3142 Wilshire Bivd 57 Post St. 
Sta 2-8900 Eldorado 5-3720 DUnkirk 3-2910 SUtter 1-7440 


@ TAKE YOUR CHOICE. A handful of stations or the network . . . a minute or a full hour—it's 
up to you, your needs. 
© MORE FOR YOUR DOLLAR. No premium cost for individualized programming. Network 
coverage for less than some “spot” costs 


@ ONE ORDER DOES THE JOB. Al! bookkeeping and details are done by Keystone, yet the best 


to have 


|mailed to a friend, who was en- 


__.| the certificate, 
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lar price, a customer could arrange 
one of these “checks” 


titled to a drink of the advertised 
brand any time he wished. 

“Since the only thing given to 
the retailer by the company,” Mr. 
Huntington said, “was the pad of 
coupons or certificates, it was con- 
sidered that the plan would be un- 


| likely to involve a violation of the 


|} act.” 
e In another promotion, certifi- 
leates worth 60¢ each toward a 


| drink of its whisky were made by 


|a well known brand at retail es- 
| tablishments. The alcohol division 
took the position that these cou- 
pons attracted customers to the 
outlets that had them and devel- 
oped additional business for par- 
ticular retailers. 

Accordingly, the plan was 
amended so that certificates were 
|mailed to customers by the im- | 
porter. After the retailer signed | 
as evidence that i 
the customer had purchased a bot- : 
tle of the product, the importer =, 
| sent a 60¢ refund directly to the 
customer. 

“While we may find ourselves 
drawing fine lines of distinction 
|between these promotions,” Mr. 
| Huntington conceded, “we consid- 
jer this one all right, since it 
amounted merely to a form of di- 
rect mail advertising, which we 
have never considered in conflict 
with any of our requirements.” 


| 


|}@ One case which fell squarely 
into the questionable category, he 
| said, involved a newspaper ad by 
a brewery, containing a coupon 
which could be cut out and used 
| for a free bottle of the advertised 
| beer. 

The customer was advised to go 
to his regular retailer and buy his 
|favorite brand. By presenting the 
coupon, he could get a free bottle 
of the advertised brand for com- 
parative purposes. 
| “The objective of this campaign | 
was, of course, to influence people | 
_who had not previously used the 
|} advertised brand to switch to that ' 
| product,” Mr. Huntington pointed 
out. 
“We advised the alcoholic bev- 
jerage control board of the state 
{in which this promotion was con- 
| ducted of the restrictive provisions 
of the FAA Act. We were advised 
that the plan also violated state 
regulations, and we brought about 
its discontinuance. 


s “Let me pause to say that I 
quite well realize that you may 
look upon the restrictions of our 
basic statutes as burdensome ob- 
stacles which you must hurdle in 
the conduct of your business,” he 
told the wholesalers. “I should like 
to suggest to you that such restric- ' 
tions are really safeguards, de- 
signed to protect you from unfair 
and improper encroachments on 
the part of your competitors.” 

Citing particularly the restric- 
tion which prevents suppliers from 
providing credit assistance to re- 
tailers, he said elimination of this 
| restriction would give wholesalers 
| dealing with wealthier suppliers a 
powerful competitive advantage } 
over those dealing with smaller 
and less adequately financed sup- 
pliers. “I should therefore suggest 
that the act is in reality a protec- 
tive shield,” he explained. + 


Broadcasters Reelect Higgins 
Len Higgins, KTNT, Tacoma, 
has been reelected president of 
the Washington State Assn. of 
Broadcasters. James Wallace, KPQ, 
Wenatchee, was elected vp, suc- 
ceeding the late James Murphy. 
The association has provided two 
scholarships of $250, one to the 
University of Washington and one 
to Washington State College, in 
memory of Fred Chitty, a past 
|president, and Mr. Murphy. 


— 
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LOOK WINS NATIONAL PRESS PHOTOGRAPHERS’ HIGHEST AWARD 


PHOTOJOURNALIS 


A boy’s first day at school. A man’s last day at work. A nation’s fight for freedom. In 
words and pictures, LooK captures the exciting story of people with an impact that could never be 
achieved through words alone, or pictures alone. 

A pioneer in photo-journalism, LooK consistently wins top awards for picture stories. 
This year, the National Press Photographers Association—largest organization of news cameramen— 
conferred its highest honor, the Joseph A. Sprague Memorial Award, on Loox Editor Gardner Cowles 
for “outstanding contributions to photo-journalism.” The N.P PA. also cited Mr. Cowles for “his 
leadership in establishing news pictures in their proper perspective in modern communications, as 


exemplified in Look Magazine.” Look—Tue Excirine Story or PEOPLE 
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Ads or Direct Selling? Financial PR Meet 
Speakers Disagree Which Is Best for Banks 


CoLtorapo Sprincs, May 22— 
There was some difference of opin- 
ion on how banks should woo new 
business at the Financial Public 
Relations Assn. regional conference 
here today. 

One speaker insisted that adver- 
tising is the best means, and that 
personal selling, while effective, is 
too expensive, limited and time- 
consuming to bring best results. 
The second speaker maintained 
that while advertising has its 
points, personal selling can’t be 
beat. 

Reed Sass, vp of the Fort Worth 
National Bank and 3rd vp of the 
association, told the meeting that 
banks are doing a woeful job of 
advertising. 


s He pointed out that while the 
three leading soap companies will 
spend about $64,000,000 in tv ad-| 
vertising alone in 1957, the nearly | 
15,000 banks in the U. S. will spend 
only about $100,000,000 in all! 
kinds of advertising during the| 
same time. | 

A great deal of this will be de- | 
voted to institutional messages and 
“an unmerited amount of state- 
ment-of-condition advertising in| 
mass media,” he said. 

“After we spend the $100,000,000 | 
in 1957, the public will remain 
pretty much in the dark when it 
comes to what banks are doing,” | 
he pointed out. 

“By comparison with the adver- 
tising expenditures and invest- 
ments made by other businesses 
and industries with whom we must 
compete for the eyes and ears of 
the public,” he said, “our 14,000- 
plus banks will light a feeble can- 
dle to pierce the darkness of mid- 
night that envelops and shrouds 
the countless benefits of our serv- 
ices to the millions of people who 
use none or only part of those 
services.” 


® He said any bank will get its 
money’s worth out of advertising 
“from the day it stops buying and | 
starts investing in advertising.” | 

Comparing advertising with per- 
sonal selling, he said that there is 
no better way to make individual 
sales than by a personal call on a/| 
prospect. However, he likened sell- | 
ing to a rifle and advertising to a | 
shotgun. Advertising reaches thou- | 


If You're In Electronics, Communications 


Or Photographic 


Electronics purchases by the military during 
1957 should reach a whopping $3.9 billion. 
Smatier producers of electronic specialty items 
will be in a@ stronger position this year for 
they will deal more and more directly with the 
prime contractor. Uncie Sam is issuing more 
Girect contracts and is broadening his base 
of suppliers in the electronics field. 


10,000 primary defense buyers and sub-con- 
tractors need the facts about the electronics, 
communications and photographic gear you 
sell. They read SIGNAL, the official publica- 
tion of the Armed Forces Communications And 
Electronics Association. You have 12 oppor- 
tunities a year to sell them in SIGNAL. Get 
the tow page rates and the details from: 


OFFICIAL JOURNAL OF AFCEA 


Wm. C. Copp & Associates 


sands of people at once and over 
and over again, he said. And this is 


|desirable, he added, because “the | 


repetition of effort is the soul of 
successful selling.” 


s John L. Chapman, vp of the City 
National Bank & Trust Co., Chica- 
go, and treasurer of the association, 
held the opposite view. 


“While good advertising is an, 
indispensable aid in identifying the 
bank and inviting new customers 
to come in, and while good cus- 
tomer relations are essential in re- 
taining the business we have and 
securing additional business from 
present customers, I am convinced, 
after surveying the field, that per- 
sonal solicitation—an organized 
calling program—direct selling, if 
you please, is the backbone for 
good bank business development | 
and conservation,” he told the) 


group. 

While the product banks have to 
offer people is their services, serv- 
ices are not what people buy, he 
said. 

“Instead, they buy the satisfac- 
tion, comfort, ease, convenience or 
safety that using the service will 
bring them,” he said. “To sell our 
services, we must figure out the 
ways they will satisfy the prospect 
and then we must picture for him 
this satisfaction or convenience 
just as vividly as possible.” # 


Advertising Age, May 27, 1957 


Peck Agency Adds Four 

Peck Advertising, New York, has 
added four new members to its 
Staff. William Hermes, formerly 
with Ellington & Co., has been 
named associate art director, and 
Clyde Risley, previously with the 
McClatchy newspaper chain, as- 
sistant art director. David A. Neu- 
man, formerly with Emil Mogul 
Co., joins the agency as an ac- 
count executive, and John F. 
Brower has been named assistant 
production manager. 


BIGGEST 
AD REVENUE 


BIGGEST 


CIRCULATION 
BOOM 
IN 21 YEARS! 
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Advertising Age, May 27, 1957 


Day's Clothing Adds ‘True,’ 
‘Esquire’ to Magazine Schedule 
Day’s Tailor-d Clothing, Tacoma, 
producer of men’s slacks, jack- 
ets, and industrial uniforms, has 
stepped up its national consumer 
advertising with a schedule that 
adds Esquire and True to its im- 
tial magazine advertising in Sports 
Illustrated. Sports Illustrated con- 
tinues to carry the backbone of the 
promotion with six insertions from 


mid-May through October. Esquire | cooperation of 145 dealers. Prizes | closed price. Stockholders of News- for the expansion of our newspa-| 


ed for back-to-school shopping. 
True starts in October, and con- 


ary and March, 1958. 

All of Day’s magazine ads are 
two-color pages. Day’s has been 
building distribution and sales. Un- 
til a year ago it did no national ad- 
vertising. As a boost for spring 
sales that emphasized polished cot- 
ton and “nyle cloth” slacks, Day’s 


jawarded to consuniers with the 
‘best 25-word answers to “I pre- 


|Gardner Agency, Tacoma, is the 
agency. 


Field Enterprises Acquires 
Newspaper Features Syndicate 
Field Enterprises Inc., Chicago, 
has acquired 100% of the outstand- 
ing stock of Newspaper Features 


R. A. Cooper, president; W. M. 
| Thompson, vp, and Elizabeth Carr, 


\tinues in November and in Febru-| fer Day’s slacks because ...” G. W.| secretary-treasurer. Mr. Cooper 


has been named general manager 
of the expanded Chicago Sun- 
Times Syndicate, which will oper- 
ate as a division of the Chicago 
| Sun-Times. All personnel of News- 


| 
| 


| 


| paper Features will join the staff) 


|of the Sun-Times Syndicate. 


| “This acquisition represents a| 
ran a consumer contest with the| Syndicate, Chicago, for an undis- major step in long-range plans) 


for September and October is add-| were six Lambretta motor scooters paper Features Syndicate were|per syndicate operations,” Russ 


BIG BOOM #1... TRUE'S 1957 First Quar- 
ter circulation guarantee up to 1,900,000. But 
the first quarter average circulation went 
right through the roof to an amazing 
2,367,045! 


BIG BOOM #2... TRUE'S bonus was a wal- 
loping 467,000 over that big husky guarantee! 


RESULT...TRUE'S revenue gain for the 
first six months of ‘57 (over the same months 
of 56) was a hefty 30% (And—the June 
TRUE will be the biggest TRUE ever put 
out, a gain for 16 consecutive months!) 


BIGGEST 


BONUS BOOM 
IN 
TRUE'S HISTORY! 


LOOK WHAT WENT THROUGH THE ROOF! 


Sixty-four new advertisers stepped into 
TRUE during the first half of this year. 


WHAT'S GOING ON?... TRUE has won 
the American male. Won him away from his 
old flames. Issue for issue, TRUE outsells 
LIFE or LOOK at newsstands...has greater 
dollar sales at newsstands than SATURDAY 
EVENING POST. 

TRUE is editorially “it” to the greatest all- 
man audience, (2,500,000 of them.) And... 
“it” for the advertiser with an aversion for 
waste...and a men-only sales story. 


ie 


eS 


SOL DICKSTEIN, a publishers’ consult- 

ant and former promotion director 

of Haire Publishing Co., has opened 

his own agency, Sol Dickstein Co., 

with offices at 55 W. 42nd St., New 
York. 


Stewart, vp of the newspaper divi- 
sion of Field Enterprises and gen- 


|eral manager of the Chicago Sun- 


Times, said. 


There are all kinds, but if you've won- 
dered about advertiser consistency in 
the helter-skelter Southern California 
market, KTTV has the proof... 
On Sunday, November 4, 1951, 
Inglewood Park Cemetery spon- 
sored its first remote telecast of 
an entire church service. 
Planned then as a brief public 
service series, Great Churches of 
The Golden West presents its 
300th consecutive telecast this 
month. 
Other, more worldly advertisers who 
have been with KTTV continuously for 
more than 5 years 
BONDS 
BROWN & WILLIAMSON 


: HILLS BROS. COFFEE 
NATIONAL BISCUIT 
@ PACIFIC TELEPHONE & TELEGRAPH 


RICHFIELD OIL 
SEARS 


Your Blair man has a stirring sermon 
on KTTV and consistency... 


,°~@ ae va 
Los Angeles Times-MGM § 
Television (| 


; Represented nationally by Tr z 
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BUSINESS IS GOOD IN THE Earnings of Advertisers 


° -_ 
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hd 
1956 Fiscal Year 
Company Sales Earnings Earnings a share 
1956 1955 1956 1955 1956 1955 
A American Chicle Co. ...§ 54,138,530 $ 50,815,137 $ 6,515,202 $ 5,988,616 $4.56 $4.19 
_ | American Radiator & 
TUPAE | Standara sanitary Corp. 401,312.944 399,559,893 19,647,693" 24,298,649" 1.65" 2.05" | 
Beatrice Foods Co. .... 342,086,657 325,024,681 7,316,642 6,389,680 5.15 4.5) 
RECORD BREAKING Max Factor & Co. ..... 32.613.771 27.800.134 2.007.059 2,418,324 9 1. 
| Falstaff Brewing Corp. . 119,577,636 109,941,809 4,076,452 4,361,332 2.12 
3.16 


Federated Department 
VERMO NT _, =a 601,492,000 537,722,000 23,511,000 22,064,000 


Kaiser Steel Corp. .... 201,489,824 155,354,222 23,571,852 7,610,843 


6. 67 

Kelling Nut Co. ...... 11,355,398 9,969,159 90,830 263,155 38 1.21 

Phillips Petroleum Co. . 1,038,814,810 913,313,888  95,202.615 95,203,057 2.77 2.78 

Safeway Stores ....... 1,989,305,295 1,932,243,202 25,406,310 13,.621803 6.42 3.25 

EE Gndneninees 27,512,830 24,628,995 3,157,686 2.503.706 2.63 2.09 

Simmons Co. .......... 140,471,000 136,396,260 6,333,566 6625110 5.17 5.31 

Trans World Airlines ... 240,393,822 217,430,950 2,326,658 5,407,192 -70° 1.62 
Warner-Lambert Pharma- 

coutical Ce. ........ 137,771,980 121,975,054 10.826.010 9.794.556 463 4.20 


* Includes dwidends from foreign subsidiaries: 1956, $5,355,573; 1955, $5.227,417. ° Becauwe 
To Tap this SOLID and SWEET market, address of a change to a calendar fiscal year basis, 1956 and 1955 figures are unaudited. © Loss. 


Room 516, Statler Office Bidg., Boston 16, Mass. 


rPURWNrRewe 


‘Canadian Newsprint Producers York, to promote better under- 
Vv E R M Oo | T A L L I E D DA I a I E S Form iiediittes Committee | standing of the industry’s achieve- 
Barre Times ® Bennington Banner. © — Burlington Free Press A group of Canadian newsprint ments and problems on a contin- 


. ; eo producers has organized a news-| uing basis. 
Brattleboro Reformer * Rutland Heraid * St. Johnsbury Caledonian-Record print information committee, with| Harold S. Foley, chairman, Pow- 


an office at 150 E. 42nd St., New ell River Co., heads the group. 


, 
Henry Rosenfeld, President of Henry Rosenfeld, Inc., asks: 
sé ” 
) Which model has the most dates? 
: “One of these models has kept only one date — the other, via Air Express, planned their promotional programs and 
over 50,000! sales with no fear of a hitch. 
| “On the left is the one-date model — the original, hand- “Using Air Express, we regularly meet the fierce competi- 
made, custom-designed ‘Henry Rosenfeld dress #5026.’ Its tion of the fashion business. And we save money doing it! 
only date was our Spring showing. “For example, a typical 15-lb. shipment from New York 
z “On the right is a copy. The dress caught on, became a to Richmond, Va., costs $3.23 with Air Express — $3.82 less 
: ‘hot number’ and we had to deliver it — fast! Thousands of than any other complete air service. 
copies were shipped to hundreds of stores — without missing “What's more, Air Express uses radio-controlled trucks to 
one date — thanks to Air Express. rush our shipments to and from airports —and, whenever nec- 
“Buyers all over the country, knowing how much we ship essary, a private teletype system to trace shipments instantly.” 


—_— © AirExpress rere 


30 YEARS OF GETTING THERE FIRST via U.S. Scheduled Airlines 
CALL AIR EXPRESS ... division of RAILWAY EXPRESS AGENCY 


Advertising Age, May 27, 1957 


Coming 
Conventions 


| 


| 
| *Indicates first listing in this column. 
May 26-29. Associated Business Publi- 
| cations, annual spring conference, The 
Homestead, Hot Springs, Va. 
| May 29-30. North Carolina Assn. of 
| Broadcasters, spring convention, Grove 
| Park Inn, Asheville. 
| June 5-7. National Sales Executives, 
22nd annual international distribution 
| congress, Biltriore Hotel, Los Angeles. 

June 6-11. National Advertising Agency 
Network, annual management conference, 
| Sun Valley, Ida. 

June 8. Advertising Federation of Amer- 
ica, Fourth District, Hotel Fontainebleau, 
| Miami Beach. 

June 9-12. National Industrial Advertis- 
ers Assn., 35th annual conference, Wal- 
dortf-Astoria, New York. 

June 9-13. Advertising Federation of 
America, 53rd annual convention, Hotel 
Fontainebleau, Miami Beach. 

June 10-11. Outdoor Advertising Assn. 
“wf America, 5th painted display confer- 
ence, Hotel Sherman, Chicago. 

June 16-18. New England Newspaper 
Advertising Executives Assn., summer 
meeting, Chatham Bars Inn, Chatham on 
Cape Cod, Mass. 

June 16-19. Poster Advertising Assn. of 
Canada, Sheraton-Brock Hotel, Niagara 
Falls, Ont. 

June 16-19. Newspaper Advertising Ex- 
ecutives Assn., Grant Hotel, Mackinac Is- 
land, Mich. 

June 19-21. American Marketing Assn., 
national convention, Hotel Statler, De- 
| troit 

June 19-22. Trans-America Advertising 
4gency Network, annual convention, San 
Diego, Cal. 

June 21. Illinois Daily Newspaper Mar- 
kets, annual meeting, Pere Marquette Ho- 
tel, Peoria. 

June 24-28. Advertising Assn. of the 
West, 54th annual convention, Hawaiian 
| Village, Honolulu. 

June 28-30. Northwest Daily Press Assn., 
| summer meeting, Madden Lodge, Gull 
Lake. Brainerd. Minn. 

July 1-5. First Advertising Acency 
Group, annual conference, Hotel Plaza, 
San Francisco. 

July 4-7. National Assn. of Advertising 
Distributors, The Greenbrier, White Sul- 
phur Springs, W. Va. 

Aug. 15-16. Second annual circulation 
eeminar for business papers, Edgewater 
Beach Hotel, Chicago. 

Aug. 28-31. Affiliated Advertising Agen- 
cies Network, annual meeting, Jackson, 
Miss. 

Sept. 7-10. Mail Advertising Service 
Assn. International, Sheraton Park Hotel, 
Washington, D. C. 

Sept. 10-13. Direct Mail Advertising 
Assn., 40th annual convention, Sheraton 
Park Hotel, Washington, D. C. 

*Sept. 11-13. International Advertising 
Assn., 2nd International Advertising Con- 
ference in Europe, at Scheveningen (The 
Hague}, Netherlands. 


Sept. 22-25. Second annual Newspaper 
ROP Color Conference, sponsored by 
American Assn. of Newspaper Representa- 
tives, Advertising Agency Production 
Men's Club of Chicago and the Art Di- 
rectors’ Club of Chicago, Sheraton Hotel, 
Chicago. 

Oct. 14-15. Agricultural Publishers Assn. 
annual convention, Chicago Athletic Assn. 

Oct. 21-22. Boston Conference on Distri- 
bution, Hotel Statler, Boston. 

Oct. 28-31. National Industrial Packag- 
ing & Handling Exposition, Convention 
Hall, Atlantic City. 

Nov. 10-14. Outdoor Advertising Assn. 
of America, 60th annual convention, Jung 
Hotel, New Orleans. 
| Nov. 14. Advertising Research Founda- 

tion, third annual conference, Hotel Plaza, 
| New York. 


| 


| 
Qantas Airlines, Koret Join 
in a ‘Fashion Safari’ Drive 


Qantas Airlines and Koret of 
California will share sponsorship 
of a national campaign to be 
|launched in July with full-color 
|}ads in Seventeen, The New Yorker 
}and Vogue in August. The ad 
theme will be, “Off on a fashion 
| Safari.” A trade campaign will con- 
| tinue through June, using Women’s 
Wear Daily, California Stylist and 
| California Apparel News. 

The campaign is being handled 
jointly by the Brisacher, Wheeler 
division of Cunningham & Walsh, 
San Francisco, agency for Qantas, 
and Carson Roberts, Los Angeles, 
for Koret of California. 


Fryer Council Appoints 

California Service Agency, Ber- 
keley, has been named to direct 
advertising and promotion for the 
new Fryer Promotion Council of 
California. Promotion will be done 
on the theme, “California fryers 
are fresher.” 
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IS a lot... This means that, in the six months ending 
March 31st, 857,350 MORE copies of The News 


were sold than in the previous six-month period. 


6595 AVERAGE DAILY 
CIRCULATION GAIN 


Publishers Statement March 31st, 1957 


Yes, this is PROOF that San Francisco LIKES 
the forward-looking policies of the new NEWS, 
San Francisco's concise, accurate, easier-to- 


x130 PUBLISHING DAYS 


857350 cons 
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Men aren’t hired to buy your equipment. They're hired to solve 
problems. Their solutions translate into somebody's sales. Today, in the 
manufacturing industries, the big professional problem-solvers are the 

PLant OPERATING Group. Who are they? What do they mean to you? See for 


yourself. Read this true case from Factory’s files... 


by T. W. VAN WINKLE 


HE PLANT—A manufacturer of ex- 
trusion presses. 


THE PROBLEM — Costly cutting oil 
being carried away with machining 
chips; lowered scrap price due to oily metal. 


THE PEOPLE — General Foreman, Works Manager, 
Ass’t Works Manager, Plant Layout Engineer, Ma- 
terials Control Engineer, Personnel Director. 


This actually happened in a plant in my terri- 
tory. The hero is Charlie Higbee, General Foreman 
of a plant making extrusion presses. Problems all 
around him, as you might expect—but one big one. 
Tons of metal machined away in chip form and 
carrying off precious cutting oil with it. Charlie, 
Bill Fryeburg, the Works Manager, and his assist- 
ant, Sam Benkleman, kept beating their brains out 
on it, 

It was Charlie who read an article one night in 
his favorite business paper . . . about a not dissimilar 
problem, and involving centrifuging. He grabbed 
the phone and called Fryeburg. Next morning they 
got together with Sam. Then, things began to 
happen... 


Several manufacturers of centrifuges, chip crush- 
ers and clarifiers got hurry calls. A lot of literature 
exchanged hands. Salesmen called. Meetings and 
conferences. The Plant Layout man got into the act. 
Then a Materials Control Engineer. And, the Per- 
sonnel Director. And, finally . . . 

These men, all part of the Plant Operating Group, 
decided to ask for the money (got it without any 


trouble, too) for a new 2-story building and all 
necessary equipment (hoist, drain pan, centrifuge, 
clarifier and still, electrical equipment, etc.). Net 
result... 


Savings hit $12,000 a month in reclaimed oil. 
Clean chips brought a better price. And here’s why 
the Personnel man had been in on it—substantial 
labor savings. Where once it took four men a week 
to load a car with chips, now one man was able to 
load a car in twenty minutes. 

I wish every case study in Factory’s files worked 
out as neatly as this. Here, editorial and advertising 
ideally teamed together to start the sale. Higbee 
and five of his cohorts of the Plant Operating Group, 
by following Factory, found clues to a solution . . . 
which in the natural evolution of things led them 
to competent suppliers, with well-advertised prod- 
ucts, and sales-technical talent capable of working 
out the final details with them. But every case in 
Factory’s files does share this identical, inescap- 
able common denominator. . . 


TO SELL THE MANUFACTURING INDUSTRIES, you must 
sell the Plant Operating Group ...the manage- 
ment men and engineers with operating responsi- 
bilities for production, plant engineering and 
maintenance, and direction of people. 

THE PLANT OPERATING GROUP is the biggest, fastest- 
growing, most important and most difficult-to-get- 
at influence in manufacturing plant buying. 


FACTORY, AND ONLY FACTORY, concentrates its cov- 
erage and editorial content exclusively on the 
Plant Operating Group. 


FACTORY 


MANAGEMENT AND MAINTENANCE 


A McGraw-Hill Publication (ABC-ABP) « 330 W. 42d St.. New York 36, N. Y. 
Edited exclusively for the Plant Operating Group 
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Edsel Outlines Plans 
for Four-Media Kickoff 


(Continued from Page 1) 


from Jan. 1, 1958, through the end 


any figures on how much it plans| of the model year,” he added. 


to spend to launch the car, nor 


Although he would not reveal 


is it discussing what it will take|how much has been budgeted for 
to keep “introducing” it all through | the period ending Jan. 1, ’58, Mr. 
1958. However, Edsel officials have | Copeland did say, “We undoubted- 
furnished ADVERTISING AGE with ily will not spend as much money as 
tentative percentage breakdowns | some manufacturers in launching 
for kick-off expenditures in vari-|their 1958 models. 


ous media. Here’s how the first 
dollars will be invested: 


e Newspapers, 40%—Although 
Edsel plans to take full promotion- 
al advantage of its “newness” to 
experiment with advertising inno- 
vations, it is not breaking with the 
traditional emphasis on newspaper 
advertising that is characteristic 
of the auto industry. Details of the 
newspaper portion of the campaign 
are not ready for release. 

At the dealer level Edsel hopes 
that its dealers will follow the ex- 
ample set by Ford dealers, who 
spend their money (not the fac- 
tory’s) locally through the Ford 
Dealers’ Advertising Fund. The 
FDAF is formed by Ford dealers 
in each region and has no ties with 
the factory (although the dealers 
quite often use the parent com- 
pany’s agency). 


e Magazines, 20% —Edsel started 
its trade publication advertising 
April 29 with a two-color spread 
in Automotive News (AA, April 
29). This is a dealer recruitment 
campaign and will continue in 
Automotive News and seven other 
automotive trade publications. 

Consumer magazine ad plans call 
for the “teaser” campaign starting 
in July, to be followed by ads il- 
lustrating the car following its un- 
veiling late in August. 


e Broadcast, 20%—At this writing 
the Edsel division has not signed 
to sponsor any network tv or radio 
shows. Edsel has signed the Mil- 
berg Productions (which produces 
“Hallmark Hall of Fame” tv se- 
ries), however, and presumably is 
developing its initial tv plans. 

“We don’t have the $6-8,000,000 
it takes now for an hour-long 
weekly show,” Mr. Copeland said. 


“Undoubtedly Ford, Chevrolet, 


Buick—to name a few— will have 
budgets larger than ours.” 


Edsel expects the task of 


“launching” its new car to be a 
two-year venture, and thinks that 
by 1960 its per-car advertising costs 


“will be competitive with other 
cars in our price ranges,” Mr. 


Copeland said. 


Edsel’s Media Philosophy 
Both Mr. Copeland and Mr. Fox 
emphasized what they termed “an 


important difference” between the 
introduction of the new Edsel and 
the introduction of a new model 
by a car manufacturer. 

“Ordinarily the introductory 
phase of a ‘new model automobile’ 
lasts from 60 to 90 days, when a 
switch into more of a ‘holding’ or 
‘consolidating’ position is made,” 
Mr. Copeland said. 

“That will not be the case with 
us. For our first car, the ‘intro- 
ductory period’ will be the full 
model year. . 

“We are not going to be able to 
do all the things all the media peo- 
ple think we should do right at the 
start of our car launching program. 
We may not be able to do all of 
them even during the entire first 
model year,” he continued. 

“But we are going to give com- 
plete and full consideration to all 
reputable media on the basis of a 
‘year-long introduction’ rather than 
a normal ‘short opening burst’.” 


s Emphasizing that the fact that 
some media are not used at the 


being considered at all, he said: 

“In all probability many maga- 
zines we would like to use cannot 
be intelligently employed at the 
start. If this turns out to be the 
case, it does not mean that publica- 
tions we might use later on were 
omitted from our _ introductory 
plans. Again, we may decide that 
direct mail will be of more value 
to us later in clinching an impres- 
sion first started by news stories 
and other media,” he said. 

One pitfall that Edsel hopes to 
overcome by judicious use of media 
is “over-generation” of demand. 
“At the start we will not have all 
the dealer locations activated that 
we will have in operation three, six 
and twelve months hence,” Mr. 
Copeland said. 


a Edsel officials have set a budg- 
etary production figure of 200,000 
cars for the first year, which they 
feel is the minimum they should 


shoot for with a brand new car) 


like the Edsel. They have set their 
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There will be 18 models in the 
Edsel line; no other car has any 
more models, and only Buick has 
as many, Mr. Copeland said. The 
wide range of models is dictated 
by Ford Motor Co.’s objective in 
bringing out the Edsel; namely, to 
fill out the company’s line. Cur- 
rently the Ford family of cars does 
only 17% of its total business in the 
medium-price field, compared to 
45% and 47% respectively for its 
two big competitors. 

Describing the Edsel as a “trade- 
up car,” Mr. Fox pointed out that 
at present Ford owners have only 
the Mercury to trade up to in the 
Ford family, and only 26% of Ford 
owners who trade up buy Mer- 
curys, leaving 74% who buy a 
medium-price car in the laps of 
General Motors and Chrysler. 


The Dealer Situation 
The Edsel division has nearly 
4,000 applications for dealerships 
in hand right now, Mr. Copeland 
said, but “probably only one in 


sights on between 3% and 3.2% \ten will hold up,” he added. 


start doesn’t mean they are not/|of the total new car market. 


| About 35% of the applications 


“However, we want to examine tv 
at every opportunity,” he said, add- 
ing that Edsel “hoped to have pened 
tv” at the outset. 


e Outdoor, 10%—Outdoor adver- 
tising will play a particularly im- 
portant part during the launching, | 
Mr. Fox said, “for the very simple | 


reason that we have no car popu-| 


lation or any ‘loyal owner image’ 
established to help portray even a 
mental picture of the product. 

“The biggest possible image of 
the car we can display, then, is on 
outdoor posters,” he said. 

In response to a question regard- 
ing just what kind of “image” will 
be attempted for the Edsel, Mr. 
Fox replied: 

“We think we’ve got a car for the 


young man and the young family | 
that are on their way up—the| 
young family that is getting to feel | 


that it has ‘arrived’.” 


What Will Edsel Spend? 


The Edsel division has never re- | 
leased any estimates of advertising | 


expenditures. When the account 
was awarded to Foote, Cone & 
Belding (AA, Feb. 13, ’56), some 
sources called it a $12,000,000 ac- 
count, but Edsel officials have 
neither confirmed nor denied this 
figure. 

“We know how much we have 
budgeted for the amount of ad- 
vertising and promotion we will 
be doing between the time we bring 
out our car this fall up to Jan. 1, 
1958,” Mr. Copeland said. 

“But we have not submitted a 
firm budget for what we think is 
necessary to do a top-drawer job 


| 
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Crain Fox Copeland Warnock Bernstein 
DISCUSS EDSEL PLANS—Edsel Division executives R. F. G. Copeland, assistant general 
sales manager in charge of advertising, sales promotion and sales training; Eldon 
E. Fox, manager, advertising department; and C. Gayle Warnock, manager of public 


Graham Wernock Copeland 
relations, joined G. D. Crain Jr., publisher; S. R. Bernstein, editor; and J. J. Graham, 
managing editor of Advertising Age, in the AA conference room to report first pro- 
motional news on the forthcoming Edsel automobile line. 


are from competitors’ dealers,|(or Mercury or Lincoln) dealers. | follows: 15% from non-dealers,3%|want to become dealers and 2% 
while 45% come from present Ford | The remaining 20% break down as | from Ford Motor Co. employes who | from used car dealers. 
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Point well taken 


As in purebred pointers, championship traits are transmitted 
within a great television-station family. 
Each station of the WKY Television System excels in programming, production, 
and public service. Each station offers the same experienced management 


that has won the confidence of America’s leading advertisers since 1921. 


In television advertising, it pays to choose a championship line. 


THE WKY TELEVISION SYSTEM, INC. 


WKY-TV Oklahoma City 
WKY Radio Oklahoma City 
WSFA-TV Montgomery 
WTVT Tampa-St. Petersburg 


Represented by the Katz Agency 


pioneering 
color TV 


Edsel hopes to have 1,200 dealers 
signed up by the day in September 
when the new car becomes avail- 
able, and would like to add 300-400 
more by the end of '57. Ultimate 
goal is between 2,200 and 2,400 
dealers, Mr. Copeland said. 

(Ford has about 6,500 dealers; 
Chevrolet boasts some 7,000; Ponti- 
ac has about 3,200, and Mercury 
dealers number nearly 3,000, of 
whom about 800 also sell Fords.) 


@ The Edse! offers both a challenge 
and a unique opportunity to do a 
real dealer education job, Mr. 
Copeland feels. For the first time 
in nearly 20 years they will be of- 
fered something really new—a new 
car instead of just a new model. 
Edse] plans to take advantage of 
this opportunity by stressing to its 
dealers that they have this added 
increment of “newness” to sell. 
“Spectaculars and hoopla are out 
for our first dealer meetings,” as- 
serted Mr. Copeland. “The inspira- 
tion in this case comes from the 
people who are doing it. We are 
going to stress to them that the car 
they are selling is news, and to 
help them we will furnish them 
with news-type copy and tastefully 
large photographs,” he added. 
“And we will tell them that 
nearly half of the present popula- 
tion in this country has never seen 
a completely new car introduced. 
| That should really give them 
a extra to sell.” = 


You’re in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
| are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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Mr. Public Service of Ad World, 
Brophy Retires as K&E Chairman 


(Continued from Page 3) 
months he could not see, until 
surgeons grafted new eyelids and 
eyelashes. The long months of 
darkness and pain gave him, he 
said later, a sense of “real values.” 
When he rejoined K&E in the fall 
of 1935, he was in many ways a 
different man. 


s The marks of the dreadful acci- 
dent are not immediately apparent 
to those who see him casually. The 
scars are now somewhat subdued | 
in color. One ear is slightly mal- 
formed, as if from the prize ring, 
and he wears a gray suede glove 
on the right hand which has been 
repeatedly subjected to surgery in 
the past 24 years. There are people 
who remark that Mr. Brophy is 
an extraordinarily personable man, 
and are quite unaware of the per- 
sonal Gethsemane through which 
he passed. 


s During the 18 months of blind- 
ness, Mr. Brophy occupied himself 
with a study of radio commercials. | 
His nurse dialed the stations, and | 
he believes he heard just about 
every program and commercial 
then being used. 

“Radio wasn’t familiar in those 
days,” he says, “and we were all | 
feeling our way—like the early | 
days of television.” 

He decided that two things came 
from his study. One was that his 
preconceived notions of radio com- 
mercials were all wrong. 

The second was that the most ef- | 
fective commercial would be that 
delivered by the star of the show, 
provided the star had a personality | 
that instilled confidence in people. 

When he returned to the agen- 
cy, one of his first assignments was 
Chase & Sanborn, and he con- 
vinced Edgar Bergen that he ought 
to deliver the commercial. 

Since that time K&E has con- 
sistently used talent for commer- 
cials on shows where it was feas- 
ible, with notable success in the Ed 
Sullivan show and with Vaughn 
Monroe. 


® He was an important executive 
before the accident. He had been 
an Army artillery major and mar- 
keting manager for Anaconda Cop- 


You’re in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 


per Co., vp of Anaconda Sales Co. 
and, in 1929, a vp of Revere Copper 
& Brass. 

He came up the account-handling 
route inside K&E. He was a re- 
doubtable man on new business 
and in client sales meetings. But 


if that was the whole Brophy story, 
he would not have had the impact 
he has had on his own agency or 
on the advertising business. 


® In January, 1941, he was ap- 
proached by Walter Hoving, then 
president of Lord & Taylor, New 
York department store. Mr. Hoving 
wanted to form the United Service 
Organization, which would merge 
a half-dozen existing service men’s 
organizations. 

D’Arcy Brophy thought the USO 


(which needed some $13,000,000) 
was salable. He was named adver- 
tising committee chairman, and 
told to sell it. 

A fortnight later, in an empty 
floor of the Empire State Bldg., he 
met Thomas E. Dewey, USO cam- 
paign chairman. He asked for Mr. 
Brophy’s thoughts on how adver- 
tising—‘“‘as done commercially” — 
could be applied to a fund-raising, 
organizing job. Mr. Brophy told 
him, and Mr. Dewey gave him 
carte blanche to put his thoughts 
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into practice. 

A year before the Advertising 
Council was formally launched, 
D’Arcy Brophy was telling adver- 
tising leaders that here, in the USO, 
was a chance to prove advertising 
as a social] force. 


® Research men found out what 
the public wanted to know about 
USO and how the public could be 
told and sold. A creative group 
applied the findings in copy and 
layout. A media group got hun- 


More businessmen, in more kinds 
of business, are reading The Wall Street 
Journal than ever before. Already circu- 
lation has passed 488,156 — up a whop- 
ping 539% since 1946. And talk about 
advertising value! Cost-per-1,000 sub- 
scribers has been reduced by 52% since 
1946. 

Where else but in The Journal can 
you get so much real, solid selling value 
at a per-1,000 rate lower than 11 years 
ago? This is advertising value on a trans- 
continental scale, geared to businessman 
coverage like a locomotive wheel is fitted 
to a track. You can travel with more top 


executives in The Journal and get there 
faster than with any other management 
medium. You can travel more economi- 


cally, too... and with a wider choice of 
accommodations. Just ask about The 
Journal’s 4-edition flexibility options! 

Advertisers who once thought they'd 
never have reason to use The Journal 
today are voluntarily writing testimonial 
letters about its pulling power. Is the 
opportunity to discover a superb selling 
tool worth a little of your time? Ask any 
Journal sales office for down-to-earth 
information about the big job the big 
Wall Street Journal can do for you. 


... whose advertisers, too, are going places! 
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dreds of publications to contribute 
space—and the drive raised $15,- 
000,000. 

He hadn’t seen Gov. Dewey for 
a year when, in February, 1942, 
Mr. Dewey (as principal speaker at 
the advertising awards dinner) 
presented the social contributions 
medal to D’Arcy Brophy. 

He was deep in the Advertising 
Council, chairman of the Four A’s 
in 1948, organizer and public in- 
formation chairman of the USO, 
public relations chairman of the 


National War Fund, president of 
American Heritage Foundation— 
which operated the Freedom Train. 


s Because he began as an archi- 
tect, he got a B.A. degree from 
Gonzaga College, in Spokane, in 
1912 and a B.S. in architecture from 
MIT in 1916. In 1954 he was 
awarded an honorary Doctor of 
Laws by Gonzaga, in recognition of 
his public service activities. He is 
a life member of the corporation 
of Massachusetts Institute of Tech- 


nology and serves as chairman of 
its visiting committee, department 
of city and regional planning, on 
its committee in the department of 
food technology, and on its stand- 
ing committee on development. 
He served as chairman of the So- 
ciety for the Rehabilitation of the 
Facially Disfigured, and he won 
many awards . distinguished 
service medal from the Syracuse 
University school 


tians & Jews (1950), good citizen- 
ship medal of the Sons of the 
American Revolution (1948), gold 
medal for Americanism (American 
Legion), Wall Street Post (1947). 
He is an honorary commander of 
the Order of the British Empire. 
His war service was marked by 
another tragedy. His only son (he 
has two daughters) was a junior 
officer aboard the Indianapolis and 


of journalism|was among those lost when the 


(1951), civic service award from |ship was torpedoed by the Japanese 
the National Conference of Chris-! June 30, 1945. # 
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| of the AMERICAN SHEEP PRO- 
| DUCERS COUNCIL, of Denver: 


| cisco; blend in a neat reproduction 


self-stickin’ KL. 


Texas Co. Goes to Sea 

To keep pace with the vacation 
habits of its boat owning custo- 
mers, Texas Co., New York, has 
scheduled 394 radio weathercasts 
over WSTC, Stamford, Conn., and 
WGSM, Huntington, N.Y. The cam- 
paign began May 17 and concludes 
Oct. 12. Seventeen spots containing 
such information as wind direction, 
velocity, barometric pressure and 
tendency, precipitation forecast, 
visibility and state of sea are aired 
on an average weekend. Cunning- 
ham & Walsh handles the account. 


MGM.-TV Names Lewis 


Dick Lewis, formerly owner of 
a Chicago tv film production com- 
pany, has been appointed Chicago 
sales representative for the com- 
mercial and industrial film depart- 
ment of MGM-TV. ADVERTISING 
AGE last week erroneously reported 
Dick Harper, MGM-TV’s director 
of sales, as the company’s new 
Chicago representative. 


DOLE Does It Again! 


Here’s a shelf-talker that really 
ey its own canoe’’! Joint idea 
of HAL GRISWOLD, ad mgr. for 
HAWAIIAN PINEAPPLE Cco., 

LTD., of San Francisco, and B 
BACH, a.e. in N. W. AYER’s S. F. 
office. Colorful litho work and die- 
cutting handled by JIM BARRY, 
veep of the JAMES H. BARRY 
CO., S. F. lithographer. Result: a 
unique, two-sided shelf piece that 
goes up with the aid of two “‘spots” 

of inch-wide KLEEN-STIK. Sales- 
man or dealer merely peels off back- 
ing, presses into place, and presto — 


the message hits the eye from both 
directions! 


Outstanding 


P.O.P. Ideas _ 
Featuring the World’s Most 
Versatile Self-Sticking Adhesive! 


Recipe for Popularity : 


To speed distribution of reci 
other literature, follow the a 


Take a colorful, appetizing re — 
of the product; season well wit 
ingenious die-cut-and-fold design “ 
- ENE FRAGAS, of the Council's 
ency, BOTSFORD, CONSTAN- 
NE & GARDNER, San Fran- 


job on stiff card stock b 
TECHER-TRAUNG LITH 
CORP-.., also S. F., under the watch- 
ful eye of BUD APMAN; then top 
it off with a strip of moistureless, 
EN-STIK on the 

back! 


See your regular printer, lith- 
ographer, or silk screen 

rinter for more business- 
building KLEEN-STIK ideas 
...0F write on your letterhead 
for our free “‘Idea-of-the- 


Month’ 


KLEEN-STIK Products, Inc 


Pioneers in Pressure-Sensitives 
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‘Business Scope’ Appears 

A new economic newsletter 
made its first appearance early 
this month. “Business Scope—The 
Fortnightly Newsletter of Busi- 
ness” is published at 96 Mt. Au- 


burn St., Cambridge; the subscrip- | 


tion price is $120 a year. “Scope,” 
according to the publisher, ‘ 


ness with emphasis ou analysis 


| interpretation and forecasting.” 


|Mathieson Boosts Leonard 


William F. Leonard, formerly as- 


Farrrax, Mo., May 21—Smoke 


sistant director of public relations | Screen Co. last week introduced a 


for Olin Mathieson 


Corp., New York, has been pro-|' . 
.|moted to the new post of director | im a cigaret. 
will cover the entire field of busi-| 


of corporate relations services. 


Chemical fe ong holder said to take out more 


than 65% of all tars and nicotine 


The cigaret holder does not fil- 
ter out these elements. Instead, it 


Vielation. Accusing 
THEN you should 


claim is lodged. 


And one con't UNSAY it! 
Maybe it was printed, broadcast, tele- 
vised. Somebody thinks it’s Libel, 
Slander, Piracy of his format or ma- 
terial, invasion of Privacy, C 


Performer—anyhow, a claim is made 

hove our unique 
POLICY which is devised to take the 
sting out of the claim. This INSUR- 
ANCE is amazingly inexpensive. Get 
data and rates NOW, before any 


WRITE FOR DETAIL 
AND RATES 


EMPLOYERS 
REINSURANCE 


right 


Agency, Client, 


CORPORATION 


Insurance Exchange 
Kansas City, Yo 


contains an ingenious mechanism 
which condenses the smoke and 
| deposits the tars and nicotine in a 
plastic condenser chamber. 

James Hunter, president of 
|Smoke Screen, says the cigaret 
| holder doesn’t change the taste of 
|the cigaret (it doesn’t) while it 
effectively removes the more nox- 
| ious elements. 


‘| Smoke Screen, New Cigaret Holder, Said to 
Take Out More Than 65% of Tars, Nicotine 
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by the Smoke Screen holder. 

Mr. Hunter said other cigaret 
|holders with filter elements only 
| Claimed to take out 6 to 8% of the 
. Mr. Hunter quoted recent news | nicotine. 
| stories in which Dr. Ernest L. Wyn-| So far, the holder has been mar- 
der, lung cancer researcher of the /keted in Denver only, as a test. 
Sloan-Kettering Institute, said he No advertising was used. 

“saw hope for making the cigaret | 

safer” by removing “at least 40% |CANCER AGENT WILL 

_of the tar.” According to Dr. Wyn- | BE FOUND: GELLHORN 

der, present filters remove too | Rocuester, N.Y., May 21—Pos- 

little of the tar and let the cancer ibility that lun be 

sate ootrteall. sibility ung cancer may 
|decreased by removal of a com- 

| The company presented a report | ponent from tobacco was expressed 

from a Chicago chemical research | here by the director of cancer re- 

company, which, it was said, will! search at the Columbia Universi- 


| not permit its name or the figures | ¢.», esflens ef hyde aA 
| of its report to be used, indicating|,.” e" ™ POYSicians and sur 


|that considerably more than 65% | Dr. Alfred Gelthers a0td eciet- 
of tars and nicotine are removed tists are trying to determine if 


This group of mountain-ringed radio 
stations, purchased as a unit, delivers 


more radio homes 


than any combina- 


tion of competitive stations . . . at by 


far the lowest cost per thousand. 
(Nielsen & SR&D) 


They serve this 


land market — with triple the retail 
sales of the Atlanta metropolitan mar- 
ket — and effective buying income of 


amazingly rich in- 


nearly $4.3 billion, more than all of 


Iowa. 


(Sales Management’s 1956 


Copyrighted Survey) 


National Representative 


Sacramento, California 
Paul H. Raymer Co., 


any specific component of tobacco 
causes the skin cancers that can 
be produced in mice. 

He said: “I believe we will find 
it, remove it from tobacco and 
then see whether the number of 
lung cancer cases dwindles within 
the next 20 years.’ Tobacco tars, 
when mixed with certain sub- 
stances common to the atmosphere 
we breathe, have been painted on 
mice. Skin cancers develop on 
some of the mice, he said. # 


Sunpaper's Patterson Shown 
Instead of Ex-Citrus Adman 

In a story on statements by Paul 
S. Patterson, former advertising 
director of the Florida Citrus Com- 
mission, on the commission's ad- 


Paul Patterson 


Paul S. Patterson 


| vertising (AA, May 20), Apvertis- 
|ING Ace selected a photo of the 
| wrong Patterson, printing instead 
Paul Patterson, retired former 
president of A. S. Abell Co., pub- 
lisher of the Baltimore Sunpapers. 


Doering Switches to ‘MD’ 

Edward H. Doering, formerly 
with the Ladies’ Home Journal, 
has joined the sales staff of MD, 
monthly medical news magazine 
published by MD _ Publications 
Inc., New York. 


How To Prepare 
Spot Material 
for TV 


| Turn to the June issue of Advertising 
| Requirements for an excellent article 
on how to prepare your spot material 
|to get the maximum utilization on 
| television. 
This helpful article is written es- 
| pecially for AR by the director of 
radio and television of the American 
Automobile Association. 
In each issue of AR 
guidance articles written 
on every phase of advertising promo- 
tion, production and merchandising. 
| For AR is the only magazine that 
| covers all of the things an adman 
must do except buy time or space. 

A year’s (12 issues) trial for just 
$3 is one of the best investments you 
can make in your future. Just cli 
this ad, attach a $3 check along wi 
| your letterhead and mail y. If 
| you’re not delighted in every way 
| with AR—your money will re- 
funded immediately. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


ou’'ll find 
y experts 
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| and the only advertising they saw : 


along the way was Outdoor! 


SS a ee a 


ee tts «4 


ie 


84.2% of all people in auto-owning households read Outdoor 
Posters. That’s a vital marketing fact in today’s world on wheels. 
From the Starch Continuing Study of Outdoor Advertising. 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 
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Housewife Distrusts Package Opening 
Directions; Ignores ‘em, Study Finds 


|package and product designers. The 
study is based on area samplings in 
| Fairfield County, Conn.; Essex 
|}County, N.J., and Westchester 
County, N.Y. 
New York, May 21—The aver-| 214 of the 306 homemakers said 
age housewife hacks her way into | they usually ignore the opening in- 
a paperboard package with a_| structions. More than one-third are 
| kitchen knife and ignores the “to| disillusioned about “Press here” 
open” instructions. | Instructions and have come to ig- 
That’s the finding of a recent|nore them because they simply 
study conducted among 306 home-| don’t work. 
makers by Nesbitt Associates, Perforations are not made deep 


But Nesbitt Says Users 
Like Ribbons, Flip Tops, 
Screw-ons, Pour Spouts 


HERE! DAILY most everyone keeps up 
_ with the world... HEAR rapio 490 FIRST 


The Family Station 


GREATER CLEVELAND'S 


a One. 


More News... More Music...More Homes 


enough and do not yield easily to 
pressure by finger or even a spoon 
handle—so out comes the kitchen 
knife, the study revealed. 


cular shield portion, supposedly 
movable, all too frequently re- 
fuses to turn. Also, the metal Séal 
underneath defies the downward 
pressure exerted in attempting to 
® Of the 306 women interviewed, |™ake an opening. 
207 said they generally looked for 
opening instructions on glass jars. 
More than 60% (186 women) 


® 81 women complained that the 

slide tops on seasoning cans don’t 
voiced strong disapproval of the | slide. Some women added that at 
pry-up lid on glass jars. Once the| times they have been annoyed by 
jar has been opened, they said,|the rusting and corroding of the 
it is almost impossible to get the| openings on spice and seasoning 
pry-up lid to fit snugly again. cans. 

Fear of getting slivers of glass The women were fairly equally 
into the contents during the open-| divided in their opinions on cello- 
ing operation was given as another| phane and wax paper overwraps 
reason for the strong preference | on packages. 137 said they like the 
for screw-top jars. 92 of the in-| overwraps because they feel they 


- : 
| Seeviowess volunteered the infor-|are more sanitary and keep the 


|mation that they never (or rarely) | contents fresher. 

|save jars with pry-up lids for re-| On the other hand, 125 women 
| use purposes. | said they rip off the overwrap right 
| 211 women thought there could| away. Chief reason: The once- 
| be much improvement in the per-| opened overwrap would be torn 
forated metal dispenser devices in | and untidy on the kitchen shelves. 
bread crumb canisters and in pack- 261 women complained that most 
ages for spices and seasonings.|overwraps are too firmly sealed, 
|Commonest complaint: The cir-| making for great annoyance, es- 


j 


TOLEDO is the key 7 


wf 
Ninth largest port in the U.S., Toledo is the 


to the sea 


center of a billion- 


dollar market now —and will grow as the St. Lawrence Seaway 
grows. Start now to cultivate this great market. 


the Blade and Times are the key L to the 


BILLION | LLAR 
In Ohio you need the $1,222,296,000 
Toledo market. It is third among all Ohio 
markets in automotive, food, drug store, 
home furnishings, liquor and total retail 


La 


s 
= * 


TOLEDO MARKET 


sales. To open the door to this great and grow- 
ing market on the St. Lawrence Seaway, 
you must use the proper key—the Toledo 
newspapers. There are no duplicate keys. 


Ask us for THE BIG PLUS—i.e., marketing 


assistance as only newspapers can give it. 


TOLEDO BLADE 


REPRESENTED 


MOLONEY 


Daily ond Sumdoy. TOLEDO TIMES Mowing 


. 
REGAN & SCHMITT, inc. 


Advertising Age, May 27, 1957 


pecially when the housewife is in 
a hurry. 

As for the plastic squeeze bottle, 
69 women voluntarily praised its 
convenience, cleanliness and un- 
breakability. 


® To the question, “What advances 
in opening devices most appeal to 
you?” the women replied: (1) The 
strip ribbon used in some cigaret, 
candy and cereal packages, (2) the 
flip top and (3) the sturdy pour 
spout now incorporated in pack- 
aging of some brands of salt. 

Only 41 of the 306 interviewees 
said they could recall that the 
opening device of the package 
alone influenced their selection of 
a brand. And 17 of these house- 
wives specified that the product 
involved was a moth or ant spray 
packaged in a push-button can, + 


Tel-A-Sign Reports 100% Sales 
Increase in Ist Quarter ‘57 

Sales of illuminated plastic signs : 
now total approximately $40,000,- 
000 yearly and by 1959 may top 
$100,000,000. That’s the prediction 
by A. A. (Bill) Steiger, president a, 
of Tel-A-Sign Inc., Chicago, which es 
has announced a record sales high ‘ 
for the first three months of 1957. 


This represents a 100% increase 
over last year. 
Industry spokesmen estimate 


that the plastic sign business ac- 
counts for 3 to 4% of the $1 billion 
| point-of-purchase industry. Since 
1946 the plastic sign field has al- 
most tripled. 


FCC Weighs Tampa Channel 
The Federal Communications 

| Commission is considering a plan 

|} to add a third commercial vhf tv i 

|channel to the Tampa-St. Peters- 

| burg area. At present, stations are 

| operating on vhf Channels 8 and 13 

|in Tampa and uhf Channel 38 in 

| St. Petersburg. The FCC is assign- 

}ing Channel 10 to the area, but 

|must review applications by four 

or more applicants for the channel 

before taking action. 


| 
Distributor Adds Three 
Television Programs of America, 
New York, tv film distributor- is 
| producer, has added three salesmen 
| to its staff. They are Stan Burns, 
| formerly of WOR-TV, New York; 
| Hugh M. Simpson, previously with 
WALA-TY, Mobile, Ala., and Wal- 
ter K. Neill, who formerly headed 
| his own advertising and public re- 
lations agency in Los Angeles. 


our help in making 
am such a tre- 
all territortes 


'| “Thank you for y 


| me ndous er 
av 
showed an ave 


20%: 
(| ter than BENNETT INDUSTRIES: Inc 


LET US HELP YOU 


INCREASE YOUR SALES! 


Among the mony firms who have success: 
fully used our service are: Advertising Age, 
Industrial Marketing, Willys Motors, Inc., 
Electric Typewriter Division of Internation- 
al Business Machines, Admiral Corporation, 
Fearn Foods, Hotpoint and Leathercraf?, Inc. 
Assure the success of your next incentive pro- 
gram by using the travel, sales and incen- 
tive "‘know-how of one of America's lead- 
ing Domestic and Foreign travel operators, 
HAPPINESS-JOURNEYS INTERNATIONAL. 


Send For This Brochure 


The story of incentive trav- 
and how it con increase 
the success of your sales 
‘am (incentive or 
eral) is told in this Ge 
chure. 
We can supply merchandise 
to round ovt your program 
through our affiliate, John 
Plain & Company, that main- 
tains the world's largest 
stock of gifts, housewares 
and apparel. 


Incentive Division 
JOURNEYS INTERNATIONAL 
Happiness Travel Service. Inc. 
| 6 East Monroe Street, Chicago 3, Illinois: 


NAPRINESS 
JOURNEYS £3 
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One 


Construction 


Job... 


90 EN-R’s 
Each 
Week! 


in building and construction, if you're important, you either read 


ENGINEERING NEWS-RECORD 


Ford’s new administration building, Dearborn, 
Michigan, which was completed in 1956. 


——— -~—~-~~~Here’s EN-R’s powerful advertising 


ABP ABC 


penetration among the OWNERS, 
PLANNERS and BUILDERS of this job: 


33 SUBSCRIPTIONS AT FORD MOTOR COMPANY 


(who PAID for the construction) 


... including a Construction Cost Estimator, a Project Engineer, an 
Electrical Engineer, a Project Construction Engineer, a Civil Engineer, 
a Structural Engineer, a Director of Plant Engineering, a Supervisor of 
Surveying, a Construction Engineer, a Designer and 23 other construc- 
tion experts at Ford. 


43 SUBSCRIPTIONS AT SKIDMORE, OWINGS & MERRILL, 
ARCHITECTS & ENGINEERS (who PLANNED the construction) 


... including a Civil Engineer, an Assistant Chief of Design, a Construc- 
tion Chief, a Structural Engineer, a Construction Engineer, an Estimating 
Engineer, a Structural Field Superintendent, a Highway Designer, a 
Mechanical Estimator, a Specification Engineer, a Senior Structural Engi- 
neer, a Specification Writer, a Construction Superintendent, a Chief Site 
Planner, a Structural Designer, a Chief Materials Engineer, an Estimator, 
a Designer, a Test Engineer and 24 other construction experts at Skidmore, 
Owings & Merrill. 


15 SUBSCRIPTIONS AT BRYANT & DETWILER, 
GENERAL CONTRACTORS (who DID the construction) 


... including a Purchasing Agent, a Superintendent, a Field Engineer, a 
Layout Engineer, a Foreman, an Engineer, an Estimating Accountant, a 
Construction Layout Engineer, a Vice President, a Concrete Engineer, a 
Carpentry Foreman and 4 other construction experts at Bryant & Detwiler. 


~ — —= —= com oo oor ENGINEERING NEWS-RECORD, alone, provides this intensive entrée 


to the 3 buying influences of the construction market. 


ENGINEERING 


NEWS-RECORD or you advertise in it, or both 


A McGRAW-HILL PUBLICATION + 330 WEST 42nd STREET, NEW YORK 36, N.Y. 
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Another true-to-life story about some make-believe characters 


How did Joe get the dough 
out of the house that Jack built 


in Chicago? 


This is the sign 


"Sel Or) 


That hung on the house that Jack built. 


<\ 


And this is the guy 


> 
Who took down the sign 


That hung on the house that Jack built. 


And this is how it all came about: 


Jack, the builder, of the Downright Construction Co., built himself not only one, 


but sixteen solid, bi-level block houses. And hung out sixteen solid ‘For 


Sale” signs. Then sat back and waited for the homeowners to move in. 


(Tempus fugit, but not the houses.) 


One day Jack decided to see what could be done to solve his unhappy plight. 
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So he picked up his phone and asked his friend Joe to come over. 


Now Joe pounded pavement for the Chicago Tribune. 


But he’s a handy man to have around any advertiser’s house, as Jack soon found out. 
“First of all,”’ suggested Joe, “‘let’s prepare some promotion that 

will capture the imagination of your best prospects. In order to create the right 

impression, your ads Y) must be just as modern as your houses.” 
“And speaking of being modern,” continued Joe, “why not get up 

a sales presentation? sey Properly displayed in the houses, it can serve 

as a silent salesman when a regular salesman is not on duty. Then, take advantage 

of the active real estate market place in the Saturday Tribune and run 


big, beautiful ads to attract home-hungry people.” 


‘**Your houses with good solid construction,” ii g 4 added Joe, 


nw 


“‘are the answer to a man’s prayer. But it’s a house of another color when it comes to 
women. They’re apt to pick a house for the color of its kitchen. And the battleship 


grey of your kitchens isn’t a color they’d pick. Why not brighten up with a couple 


of buckets of pink paint? And if you’ll tidy up the premises, 


Fama) 
sweep up the sweepings and wash out the washbowls, I’ll bet you'll stand to clean up 


with fastidious females.” 


Now Jack took all of Joe’s colorful advice. And we don’t know whether 


it was the promotion, ot the presentation or the pink paint, but 


after 5 Tribune ads, all sixteen houses were sold. 


Now maybe you sell haberdashery or highboys instead of houses. 


2 
y . 
But if you want to sell more of them in Chicago, remember CF 
al 


to call in Joe. He’s a joe well qualified to supply creative help not only as far 


as media are concerned, but for ad make-up and merchandising as well. 


Chicago Tribune _ sy 


THE WORLD’S GREATEST NEWSPAPER 
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More Advertisers Want Stars of 
Their TV Film Shows to Sell Wares 


(Continued from Page 3) | 
the sought-after actor appears. | 
These special lead-ins and lead- 
outs can be used by any number | 


of advertisers and thus have a| 
comparatively low cost. 
The real thing, however (..e. 


Gail Davis holding a loaf of Won- 
der bread), has been building up 
over the past few years, Ziv, Tel- 
evision Programs of America, Of- 
ficial Films and MCA-TV agree. 
Ziv estimates there has been a 
200% increase in requests for star- 
delivered commercials over the 
past three years. 

CBS Television Film Sales and 
Guild Films Co. indicate that de- 
mand for use of their top 
artists has always been substan- 
tial. Thomas W. Moore, sales 
manager of CBS Film, says if a 
star is available for a sponsor’s 
commercial, it’s always a plus in 
selling a show, particularly with 
a kid show or a western. 


s Tv advertisers today are better 
versed in the business and realize 
that merchandising accounts in 
part for producing a show that 
will move goods, says Michael M. 
Sillerman, TPA’s exec vp. 
Personal appearance tours are 
still a prime gimmick for the re- 
gional tv sponsor. Ben Alexander, 
co-star of NBC Television Films’ 
“Badge 714,” recently completed 
a 20-city tour, in which he spoke 
at schools and civic meetings on 
driving and juvenile delinquency | 
problems and participated in com- | 
new 


missioning ceremonies for 
policemen. 
In CBS Tv Film Sales’ “Miss 


Whirlybirds” contest, an unknown | 
(though pretty) girl, rather than 
a familiar actor, was selected to | 
plug the “Whirlybirds” show ied 
a personal appearance tour. 

Wilson & Co., Chicago meat! 
packer, favors the tour idea. For | 
the third time in a year and a} 
half, it has sent out MCA-TV’s | 
John Howard, star of “Dr. Hud-| 
son’s Secret Journal,” to beat the | 
bushes in its territory. 
® Tours aren't always completely | 
successful for the advertiser, 
MCA-TV reveals. It says the fault 
lies mostly with inexperienced | 
talent management on the local | 
level. Timing is most vital—visits 
of a film star to a city should co- 
incide with some local event or | 
the kick-off date of the sponsor's 


Read by many 
of the men who 
set our defense 
policies and 
administer the 
$38,000,000,000 
military budget 


Sor sample copies. rates and 


market information 


“Top Reading For Top Military People” 
ARMY * NAVY*AIR FORCE 


REGISTER 


AFFILIATED WITH 


ARMY TIMES PUBL. CO. 


2020 M ST NW. WASHINGION 6, B.C 


THE AMERICAN WEEKEND « THE MILITARY MARKET 
THE ARMY-MAVT-AIR FORCE REGISTER 


program in that city, or both. 

If the local people manage to 
get a tv film star on one or two 
radio and tv shows in the market, 
they shouldn’t feel satisfied; it’s 


only scratching the surface, MCA- | ney, wearing his Indian costume | 


| with his back to the camera, carv- | 


TV feels. 


8s TPA has completed a special 
series of lead-ins and lead-outs to 
give sponsors of its “Hawkeye & 
the Last of the Mohicans” series, 
bigtime glamor at a _ relatively 
low cost. 

The TPA trimming blends with 
the atmosphere of the show. One 
lead-in has stars Lon Chaney, 
who plays the Indian, Chingach- 
gook, and John Hart, the title 
character, standing by the wall of 
a cabin. 

An arrow slams into the wall 
of the cabin, and a message on the 


shaft is unraveled by Chaney, who 
asks: 

“Is this message 
brother waits for?” 

Hart: “Yes.”.. 

Chaney: “What it say?” 

Hart: “It says, here is an im- 
portant message for you.” 

The local sponsor’s commercial 
can then follow live or on film. 


my blood 


| @ Another in the series has Cha- 


ing in the bark of a tree. He} 
| Steps away and says: | 
| “Now I show you how Mohi- 


|cans leave messages for friend In- 
dian style.” 


The “and now an important 
message for you" line appears 
carved in the tree. 

TPA is selling three lead-ins 


and three lead-outs to a sponsor 
for $75. It expects half of its “Mo- 
hicans” sponsors to buy the ser- 
vices. 


® Guild Films keeps the sponsors 
of its nautical series, “Captain 


Advertising Age, May 27, 1957 


of a sailing ship on its face. 

The syndicated film market is 
in a stronger position today than 
ever in its history, and good, flex- 
ible programs will continue to find 
|eager advertisers, a recent state- 
ment by Mr. Moore, of CBS Tv 
Film Sales, declares. 


s But in spite of Mr. Moore’s op- 
timism and the extras, paid-for 
and gratuitous, that the advertiser 
lobtains with his syndicated tv 
buy, life is not a bed of roses for 
the film companies. 

Clearing prime time for multi- 
|market deals is the biggest prob- 
| lem faced by the syndicators. Oth- 
er snags include (1) tendency left 
nie Oakley in CBS Tv Film Sales’; over from the early days of tv 
“Annie Oakley” series, which has | ‘© buy film by footage without 
been sponsored for abqut a year by regard to quality, (2) “the com- 


‘ be | petitition of our own features” 
Continental woe for Wonder | (Associated Artists Productions) 


(3) the tradition of haggling over 
| the price (4) educating adver- 
David Grief,” happy by supplying) tisers on the use of quarter-hour 
cuff links, earrings and tie clasps|films, (5) the increasing supply 
for them to distribute. Each of! of films available for syndication 
the premiums has the engraving | and (6) obtaining a compatible 


SALESWOMAN—Gail Davis plays An- 


WHEN KANSAS CITY GOES SHOPPING. . 


rr 


ONE OF THE STORZ STATIONS .. 


FOOD 


DRUGS .. 
AUTOMOTIVE . . 
CIGARETTES .. @ 
oo + Gnd 
IT’S A WHB AUDIENCE .. | 
WHB .. 
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co-sponsor when an advertiser re- 
quests one. 


® Sponsors most likely to use tv 
film as an advertising medium on 
an individual market or regional 
basis include food companies, 
brewing companies, dairy product 
and baking product organizations, 
oil companies, jewelers, banks and 
savings associations, auto dealers 
and soft drink manufacturers. 


Best Selling Syndicated TV Series 
in the 1956-57 Season 
niahiiveie Code Three 
Douglas Fairbanks Presents 


Sheena, Queen of the 
Jungle 


ABC Film 


Associated Art- 


ists Produc- 
| es Gabby Hayes Show 
CBS, Tv Film 
MD © veiticnssins Amos ‘n’ Andy 
Annie Oakley 
Whirlybirds 


Flamingo Films ..The Country Show 
Stors of the Grand Ole 
Opry 


Guild Films ...... Captain David Grief 
Confidential File 


Liberace 


Interstote Tv 
a | Married Joon 
Little Rascals 
Public Defender 


MCA-TV .........0- (would not indicate best- 
selling shows) 
NBC Tv Films Crunch & Des 
The Great Gildersleeve 
Life of Riley 
National Tele- 


film Assoc. ..... Sheriff of Cochise 
Official Films ..My Little Margie 
Star Performance 
The Trouble with Father 
——— Gangbusters 
The Greatest Drama 
Celebrity Ployhouse 
Jungle Jim 
Your All Star Theater 
viniteote Bowling Time 
King’s Crossroads 
Movie Museum 


Screen Gems ..... 


Sterling Tv 


Tv Programs of 


America Count of Monte Cristo 


| 
| 
| 


Plans for 1957-58 Season 


| ABC Film At least two new unan- 


nounced series. 


ee —C | 


Associated Art- 


ists Produc- 
ONS aniebaen Plans to link Warner Bros. 
shorts into a number of 
series. 
CBS Tv Film 
ee One new show in the fall 
i. | and another at the be- 
] ginning of 1958. 


Flamingo Films .. Two adventure series in the 
works for the fall. 
niiiel A series on the New York 
city police, another on 
Jack London stories. 
| Interstate Tv ....Sabu, and Medal of Honor. 
quan Will probably syndicate 
current network shows 
for re-runs. 


NBC Tv Films ....Union Pacific, and Boots & 


— Sy a — i 
| Guild Films 
WINDOW DRESSING—Mrs. Gertrude | 
Berg, star of “Molly” (“The Gold-| 
bergs”), goes to bat for Old Dutch 
Coffee, her sponsor on WABD,| MCA-TV 
New York. The series is a Guild 
Films production. 


Stage Seven Saddles. 
| 
Susie | National Tele- 
Ziv Tv Programs The Cisco Kid | film Assoc. .....Official Detective, George 
Man Called X Jessel Music Hall. 
| 


Men of Annapolis Nine other series in plan- 


Represented by John Blair & Co 


» » More national food product advertising is placed on WHB than on all other local radio stations 
combined. And locally, virtually all major food chains advertise consistently on WHB. 

» « National drug advertisers and local drug stores spend more money on WHB than 
on all other local radio stations combined. 

» » WHB carries schedules for every major national automobile advertiser. Local car dealers 
buy more time on WHB than on all other local radio stations combined. 

» « Every cigarette brand buying spot radio in Kansas City in 1956 bought WHB. 

« « Whether it be Metro Pulse, Nielsen, Trendex or Hooper— 
whether it be Area Nielsen or Pulse—- WHB is the dominant first among every important : 
audience-type. That statement embraces the housewife, her husband, their teenagers — 
as well as the farm family. Every survey agrees. Whether it’s audience 
or advertising it’s a WHB world! Talk to Blair or WHB GM George W. Armstrong. 

« » 10,000 watts on 710 kc. Kansas City, Missouri 

«= »= WDGY WHB Wwaam KOWH WwTix 
Minneapolis-St. Paul Kansas City Miami Omaha New Orleans ; 


Represented by Adam Young Inc. 
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ning stage. 
Official Films ....Will syndicate one of two 
shows currently in pro- 


duction. 

CD We drvewnctaad A series of five-minute 
strips, Aggie, Sailor of 
Fortune. 

Sterling Tv ........ Time in for Sports, Cartoon 


Classics, Recordtoons 
Tv Programs of 


Americe ........ Dude Ranch, Marshall of 
Manitoba, New Adven- 
tures of Charlie Chan, 
Tugboat Annie. 

RS De sanintinteneinal Harbor Command (already 


ordered by Theo. Hamm 
Brewing Co. in 55 mar- 
kets), Mackenzie's Raid- 
ers, Tombstone, | Love a 
Mystery. 


RAB Adds 24 Stations, 
Research Company, Rep 

The Radio Advertising Bureau 
has added 26 new members over 
the past seven weeks. Stations 
joining the bureau are WAMO, 
Homestead, and WMGW, Mead- 
ville, Pa.; WOKY, Milwaukee, and 
WAPL, Appleton, Wis.; WFAH, 
Alliance, and WILE, Cambridge, 
O.; WIOD, Sanford, and WMFJ, 
Daytona Beach, Fla.; WLOE, 
Leaksville, and WMSN, Raleigh, 
N. C.; WNOE, New Orleans, and 
KNOE, Monroe, La.; WNVA, Nor- 
ton, and WRKE, Roanoke, Va.; 
WAKE, Atlanta; WCBM, Balti- 
more; WHOA, San Juan, P. R.; 
WPMP, Pascagoula, Miss.; KCBQ, 
San Diego, Cal.; KGFW, Kearney, 


Neb.; KRUX, Phoenix; KSDN, 
Aberdeen, S. D.; KTRM, Beau- 
mont, Tex., and CKRM, Regina, 
Sask. 

Pulse Inc., New York, and Ohio 
Station Representatives, Cleve- 
land, also joined RAB during the 
period. 


Bay Area Radio Assn. Bows 
The Bay Area Radio Sales Assn. 
has been formed at San Francisco 
by the larger radio stations in the 
area. Officers include Gus Maehle, 


KFRC, director; Cliff Trotter, 
KCBS, treasurer, and James 
Brown, KSFO, secretary. The 


group was formed to promote ra- 
dio in the Bay Area market. 


Werden to Florists’ Assn. 
Robert Werden, formerly pub- 


lic relations director and account 
|}executive in the Dallas office of 
|Grant Advertising, has joined the 
Florists’ Telegraph Delivery Assn., 
| Detroit, as public relations direc- 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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FIRST IN TOTAL 


Represented nationally by George A. McDevitt Co., Inc., New York + Chicago + Philadelphia + Detroit «+ Pittsburgh 


ana 


erald-Traveler 


\ - 
1D ADVERTISING FOR 30 CONSECUTIVE YEARS 


Sweeney Blasts 


‘Gutless’ Stati 

ulleSs S1arlons, 

Radio ‘Civil War’ 
(Continued from Page 3) 

at the head of the table. He’s not 

with us—down with Oliver Twist 

at the foot. 

“He’s listened to, catered to and 
profits thereby, because the busi- 
ness men in his community are 
impressed by the fact that he can 


loose a thunderbolt of editorial fa- 
vor or disapproval. 


s “The advertiser who is smart 
enough not to pick a fight with 
Sugar Ray Robinson in a bar is 
smart enough to recognize that 
newspapers are unpleasant oppo- 
nents too. But the advertiser ig- 
nores most radio stations, which 
are too timid to use their editorial 


powers.” 


Just published ———— 


‘The Western 
Kuropean 
Markets 


20 countries—335 million people 


This book tells you where the money is in these 
rich markets. If you sell, advertise or are 
considering plant investment in any country 
of Western Europe, you will want this book. 


This is a big book—27 chapters— 
over 300 pages. It gives you accu- 
rate, up-to-date facts for 20 Western 
European countries, the Saarland 
and West Berlin. It tells you 
—where the markets are 
—what Europeans earn 
—what they buy 
—where they buy 
—what Europeans 
produce 
—how they produce it 
—and hundreds of other 
facts on consumption 
and distribution. 


Ir you are now doing business in 
Western Europe—or, if you are con- 
sidering these markets for th future— 

You will find THe Western Evro- 
PEAN Markets indispensable to you. 

In this book is a wealth of facts essen- 
tial to effective marketing in the world’s 
second wealthiest market area. 


ACCURATE! UP TO DATE! 


The marketing information in Tue 
WeEsTERN European Markets is the 
most accurate obtainable. 4nd the most 
up to date. 

J. Walter Thompson Company's own 
strategically-placed offices in London, 


Paris, Antwerp, Frankfurt, and Milan 
contributed a wealth of original research. 


And high European government 
ageticies co-operated generously with 


the top-flight economists and specialists 
in international trade who put this 


book together. 


ORGANIZED FOR EASY USE 


Tue Western European MarkFTs is 
organized in three parts; each part does 
you a particular service. 

Part One—will give you an understanding 
of basic trends in Western Europe’s economy. 
This over-all background will help you add 
your own interpretations to the detailed in- 
formation in Part Two. 

Part Two—gives you a detailed analysis of 
20 countries, West Berlin and the Saarland. 
It gives you the facts necessary for effective 
marketing — Population, Income, and so on. 
Part Three— answers important questions 
like: Can Western Europe be treated as a 
single large market for your product —or must 
you consider it as many separate markets? 
This part provides you a basis for your 
decision to enter or not enter these markets. 


If you need this book at all it is in- 
dispensable. If you are now selling— 
or wish to sell—in Western Europe, 
you will want to own THe WEsTERN 
European Markets. 


Order now. Already, much of the first 
edition has been reserved. We will be 
happy to send you a copy, anywhere 
within the continental United States, on 
approval. Examine it for 10 days. If it 
does not live up to your expectations, 
return it and you will owe nothing. If 
you wish to own it, remit $18 and deliv- 
ery costs. Today—mail the coupon. 


(A EOE by 


The Western European Markets 
is the third in a series of books by 
J. Walter Thompson Company which 
‘eventually will cover all of the world’s 
free markets. 


This book is to marketing in Western 
Europe what J. Walter Thompson’s classic 
PopuLaTion AND Its DistRiBUTION is to 
marketing in the U. S. Published by 
McGraw-Hill, Toe Western European 
Markets contains 20 marketing maps de- 
signed for this book by the American Map 
Co., Inc. These maps alone are worth the 


price of the book. 


Other books in the J. Walter Thompson 
Company series on world markets include: 
PopuLation anv Its Distrisution, and 
Tue Latin Amertcan Markets, pub- 
lished by McGraw-Hill. 


eK eK eee ee ee ee eee ee eee eee ee eee 


J. Walter Thompson Dept. A-6, 
420 Lexington Ave., New York 17, N. Y. 


Please send me Tue Western 
European Markets for 10 days, on ap- 
proval. If not satisfied, I will return the 
book, without obligation. Otherwise I will 


send $18 plus delivery cost. (Publisher will 


pay delivery cost if remittance accompanies 
your order. Same return privilege, of course.) 


Name 


Address 


State 


Orders from outside U. S. should be accompanied 
by remittance in full. Add 75 cents for delivery. 


City Zone 


ee ee 
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The RAB president criticized 
stations for failing to bring pres- 
sure on anti-radio advertisers 
“whose attitudes are not only un- 
favorable to us but dangerous to 
their stockholders. 

“No business man in your com- 
munity—and no _ bank, railroad, 
insurance company, airline or any 
other advertiser—should be able 
to afford an anti-radio attitude— 
if you have the guts to carry the 
fight to them with the varieties of 
pressure you can bring to bear.” 

Mr. Sweeney also lambasted his 
industry for waging a “ceaseless 
civil war—the independent vs. 
the network affiliate, the affiliates 
vs. their networks, one affiliate 
against another, the original in- 
dependent in the market vs. the 
invader.” 


s He said this fighting confuses 
advertisers and agencies and de- 
stroys their faith in the medium. 
“To the advertiser, all stations 
are one and _ indivisible—radio— 
and always will be,” he continued. 

“What the big station does and 
says affects the revenue of the 
small stations. What the small 
stations do affects the large sta- 
tions. The success of a spot cam- 
paign can bring network money, 
and when a network does a good 
job, it means more spot and local 
revenue.” 

Mr. Sweeney also took a verbal 
swing at stations that don’t want 
to be “sullied” by participation in 
industry activity or stations that 
don’t operate aggressively because 
they are too busy trying to keep 
their uhf alive or because their 
parent newspapers wouldn’t ap- 
prove of an aggressive radio oper- 
ation. 

“T’ll say it baldly,” he asserted. 
“Radio stations owned by competi- 
tive media which are not allowed 
to compete for business or are run 


las an unimportant subsidiary— 
| stations which are milked and ig- 
| nored—weaken all of radio. Those 
| stations should either get with it 
land get into the radio business or 
get out.” = 

| 


Sorensen Adds Cook Electric, 
Sheraton Hotel Accounts 
Sorensen & Co., Chicago, has 
been appointed to handle advertis- 
|ing and public relations for Cook 
Electric Co., Chicago, its six divi- 
sions and thr€é subsidiaries. At the 
same time, Cook has named John 
Stokely director of public relations. 
Merrill, McEnroe & Associates, 
Chicago, formerly handled Cook. 

Sorensen also has been named to 
handle advertising and sales pro- 
motion for the Sheraton Hotel, 
Chicago. 


“Your Printing Smells” 


No—we’re not cussing our printer— 
we're talking about the article in the 
June issue of Advertising Require- 
ments that tells all about the latest 
developments in “printed fragrance” 
—with a special report on how odors 
can be used to spice up a campaign. 

Read how “printed fragrance” is 
handled . . . how you can take ad- 
vantage of this unusual technique 
which appeals to the nose as well as 
the eye. 

The point we're really trying to 
make is that whenever a new devel- 
opment occurs in any phase of ad- 
vertising production, promotion or 
merchandising—you can count on 
reading all about it in Advertising 
Requirements. 

Don’t take our word for it. A year’s 
trial (12 issues) proves it. Just send 
$3 along with this ad and your letter- 
head. Your money back any time 
you're not delighted. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 
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*INSTITUTIONS: 
Hotels « Motels « Clubs « Restaurants 
Industrial Cafeterias « Hospitals ¢ Sanitar- 
iums ¢ Schools « Colleges « Camps « Youth 
Service Organizations « Military Installa- 
tions « Office Buildings « Transportation 
Systems « Consultants « Suppliers « and all 
other establishments within the readership 

of INSTITUTIONS Magazine. 


are you selling this 
$40-billion-a-year market*? 


5 million rooms requiring redecorating, refurnishing, upkeep 


$10 billions to be spent on new construction in 1957 
more than $6 billions for remodeling, additions in 1957 _ 


100 million acres of grounds requiring maintenance 


125 million meals served every day to Americans-away-from-home 


this Is the Institutions market.. . 


for effective media selection, 


for the latest media facts .. . 


YOUR 


CONSULT 


7 


/ 


ADVERTISING 


AGENCY 


FACT No. 4 


Is it important how a trade publication 
spends your space dollar? 


INSTITUTIONS Magazine . . 
alone in the mass feeding, mass housing field 


. virtually 


. .. Teinvests tens of thousands of advertisers’ 

dollars in building outstandingly high read- 
ership for their advertising messages . . . and 
building the Institutions market for their 
products. The Annual Food Service Awards 
Contest, the Annual Institutions’ Interiors 
Awards Program, have drawn thousands of 
entries from every part of the industry . 


culminate each Spring and Fall in the gather- 
ing of hundreds of industry leaders at 
INSTITUTIONS Magazine’s Awards Pres- 
entations in Chicago and New York. Newest 
program, the “Work Miracles With Mer- 
chandising Contest’, has resulted in an out- 
standing sound-color filmstrip, produced and 
presented to the industry by the magazine 
that’s the pace-setter in the field. These are 
the editorial programs that build exception- 
ally high reader-trafic which is inevitably 
shared by your advertising messages in 
INSTITUTIONS Magazine. 


Guetitudtione 


MAGAZINE 


OF MASS FEEDING—MASS HOUSING 


DEPT. A78, 1801 PRAIRIE AVENUE, CHICAGO 16, ILLINOIS 
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George! 
It says here 


more people 
watch the other network! 


That’s right, Gracie. 


It’s not true. 


More people watch 
the shows on our 
network. 


that day and 


That’s right. 


What's right? 


More people watch 
them less—and 

more people watch 

our shows more. 


You see, Gracie, 
there are really two 
ways of looking at 
television— 


I like the X people 
better. 


Never mind what you 
like. What counts is 
that the sponsor likes 
the Y people. 


Are you sure you're 
listening, Gracie? 


Sure I’m listening. 
I was just thinking 
about Harry. 


I suppose he likes 
the Y people just 
because they watch 
little old Harry. 


Let’s get to the point. 


Our network delivers 
an average audience 
that is 36% larger 
during the day and 
19° larger during 
the night than the 
other network. 


Oh George, you're 
beginning to talk like 
Madison Avenue, 
and it’s giving me a 
terrible headache. 


Why are you telling 
me all this? 


You wanted to 
know who's bigger, 
didn’t you? 
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Now really, George 
everybody knows 


some people squint. 


Well, who is bigger? 


aOR ce eae. AG eed ce ane 


It has nothing to do 
with squinting. 


I'd say they were a 
pretty shifty bunch. 


One way of watching 
television is to tune in 
occasionally during 
the course of a week 
—maybe just for two 
seconds, or for two 
minutes, or perhaps 
even a half hour. 


Let’s call this X-type 
viewing. 


We're both bigger. Bigger than what? 


Never mind that. Just 
pay attention. 


The second way of 
watching is to stay 
tuned in during the 
average minute of the 
average program. 


Let's call this Y-type 
viewing. This kind of 
audience is around 
when you need them. 


Bigger than any other 
single advertising 
medium in the whole 
world. 


You mean they even 
watch Harry Von 
Zell when he’s selling 
all that milk? 


But who’s the bigger 
network? 


(What George didn’t tell Gracie is that the other network's claim is based 
on a year-old Nielsen station coverage study showing a lead of 00.4%. 


But then, George was never one to haggle 


over a fraction of a percentage point.) 


Exactly. 


That’s the difference 
between X viewing 
and Y viewing. 


The X viewers may 
or may not see Harry. 
But the Y viewers 
actually do see him 
—in fact, 30,144,000 
every week. Get it? 


Gracie, you weren't 
listening. 


CBS TELEVISION © 
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Appoints Kilpatrick, Wall 
Arthur I. Kilpatrick, sales man- | 


ager of International Swimming | O 


Pool Corp., White Plains, N. Y., 
has been promoted to vp in charge 
of sales. Arthur I. Wall, formerly 
advertising manager of Durall| 
Products Co., has been named 
sales promotion manager. 


Want Information? News? 


Burrelle’s will supply clippings 
from daily and weekly newspa- 
pers—national, sectional or local 
— magazines, trade-papers, 
promptly. 


phone BA 7-5371 
165 Church St., New York 7, N. Y. 


Est. 1888 


PRESS CLIPPING BUREAU 


|Western Union Ads Seek to Implant Image 
f Value—Retained When Ads Are Forgotten 


New York, May 21—“Adver- 


|tising today not only has to com- 
pete for people’s momentary atten- | 


tion and bid for its share of the 
available business, but it has to es- 
tablish a place for itself in people’s 
minds. If it isn’t remembered—if 
the products or services which it 
strives to sell don’t find a place in 


|people’s memories—the value of| 
| the advertising is nil.” 


That’s why Western Union Tele- 
graph Co. is concentrating its ad- 
vertising more and more in select- 
ed media, because “advertising to 
be memorable has to have impact.” 

Seymour Margules, advertising 
manager of Western Union since 
1953 and recently appointed assist- 
ant vp in charge of the company’s 
advertising and sales promotion, in 
explaining to ADVERTISING AGE 
some of the company’s plans and 
problems in advertising, empha- 


tising business from a variety of 
viewpoints. Before joining WU, he 
was an account executive with the 
Biow Co. Before that he was ad- 
vertising manager of the Carstairs 
division of Calvert Distillers Co., 
after having been director of sales 
and advertising for the Sweets Co. 
of America. 

A native of Texas, after gradua- 
ting from the University of Mis- 
souri in 1931, he started his career 
in advertising by selling classified 
advertising for the Dallas Times- 
Herald. Later, he was national ad- 


sized that the cardinal principle in 
| all of its activities may be reduced 
to one word—flexibility. 

WU’s advertising budget this 
year is $1,500,000. Of this amount, 
$1,390,000 is spent in media, the 
|remainder in sales promotion. This 
|budget has been doubled in the 
past four years. 


|s “There is nothing hard and fast | 
or unchangeable about our adver-|vertising manager of the old Dallas 
\tising policies or practices,” Mr.| Dispatch. During the last war he 
Margules said. “We try to maintain | was a lieutenant colonel in charge 
flexibility and are always interest-|of staging area operations at the 
ed in new ideas that are feasible New Orleans port of embarkation. 
jand applicable to our problems. | 

“But we have found from exper- 
ience that with a limited budget we 
have to choose between spreading 
our advertising thin or concentra- 
ting and getting impact. The latter 
is what we are trying to do.” 

Mr. Margules knows the adver- 


e Mr. Margules is a staunch be- 
liever in what he calls follow- 
through on advertising—merchan- 
dising it. For example, the com- 
pany has been advertising its pri- 
vate wire service for brokers and 
others in Business Week, Dun’s 


Crig. 


This year’s fashion revival—given so much impetus by My Fair 
Lady—is reflected in this lingerie promotion for Du Pont nylon. 
Illustrations reveal a feminine dream world of soft pastels, and 
delicately express the theme, “The New Romanticism.” Ad- 
vance orders promise tie-ins by stores across the U. S., giving 
nylon an extra boost in spring months. Ads run March through 
June in Vogue, Harper's Bazaar and The New York Times. 


= 


Mrs. Sal Maglie is one of several Brooklyn Dodger wives who 
appear in a new series of commercials for Schaefer Beer on the 
Dodger telecasts. In warm and friendly dialogue with off-camera 
announcer, each wife discusses some hobby or interest she pur- 
sues (Mrs. Maglie loves to cook Mexican food) for real enjoy- 
ment. In her own words and in her own way, each also mentions 
her appreciation of Schaefer—“for real enjoyment, real beer.” 
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Most people have no use for bad weather. But the Campbell's 
Soup people do. They use such weather to sell soup in some 
seasonal magazine ads. These special ads feature “mood” photos 
of raw, rainy, miserable days—the kind of weather, depth re- 
searchers say, that puts folks in the mood for some good, hot 
soup. For added spice, weather shots are in black and white, 
make color photos of Campbell’s Soup all the more inviting. 


Another exciting new idea in home lighting . . . from General 
Electric, of course. You can actually “redecorate” a whole room 
with G-E Coloramic bulbs—subtly change its whole color and 
mood—in the short time it takes to change bulbs. This four-color 
page by BBDO Cleveland is in itself a brand-new idea. It shows 
the same room lighted four different ways with G-E’s Coloramic 
bulbs— Dawn Pink, Sky Blue, Sun Gold and Spring Green. 


INC., 


* MINNEAPOLIS + 


ADVERTISING 


PITTSBURGH + SAN FRANCISCO + SEATTLE + TORONTO 


Advertising Age, May 27, 1957 


Review & Modern Industry, For- 
tune and Management Methods. As 
each ad appears, brokers and ex- 
ecutives in selected companies re- 
ceive telegrams telling them of the 
ad and advising them that they will 
receive a reprint. Within a day or 
two they receive the reprint with a 
specially prepared sales letter. 

Whenever feasible, this is done 
with other campaigns of WU. Evi- 
dence that it has value is demon- 
strated by the fact that several 
executives have taken the trouble 
to send letters commenting on the 
advertising and the service adver- 
tised. 

Recently, Mr. Margules cut down 
on the frequency of WU’s ads to 
use larger space, so as to get the 
concentration and impact which he 
believes are necessary to make the 
company’s advertising easier to 
remember. 


s As a former agency executive, 
Mr. Margules believes in using the 
services and facilities of the com- 
pany’s agency, Benton & Bowles, 
as fully as possible. 

While most of the WU advertis- 
ing currently is channeled inte 
selected magazines for specific 
services, such as private wire ser- 
vices, Operator 25, and examples of 
the use of telegrams for and by 
business, newspapers also are used 
regionally, “to pinpoint a local 
situation.” 

A campaign for Operator 25 in 
the advertising trade press was 
used to announce that as of June 1 
all contracts for WU’s Operator 25 
service will provide for 15% com- 
mission to all advertising agencies 
placing orders for this service, and 
that national and regional rates 
have been revised and a liberal dis- 
count structure established. 

The campaign on the special use 
of telegrams by a company is cur- 
rently appearing in Business Week, 
Dun’s Review, Fortune, Life, 
Newsweek, Time, The New Yorker, 
The Saturday Evening Post, and 
U. S..News & World Report. 


8 Specific values are strictly ad- 
hered to in selecting the material 
for these ads, Mr. Margules said. 
The ads are personalized in the 
sense that the president or chair- 
man of the company used must 
have the same name as the corpo- 
ration, or his name must be associ- 
ated with the product the corpora- 
tion makes. 

Even more important, the vol- 
ume of telegraph business a cor- 
poration does is not a criterion. Its 
use of telegrams must, of course, 
be a bonafide instance of an im- 
portant function performed in a 
business transaction. Secondly, the 
instance cited must make good ad- 
vertising. 

Ads have been built on such 
names as Bernard Gimbel, Cecil B. 
DeMille, Ceil Chapman, Donald 
Douglas, A. C. Gilbert, Fred May- 
tag, Fred N. Cole, H. F. Johnson 
and, coming up, Alex M. Lewyt. 

While the business man provides 
WU with most of its message in- 
come—and receives the larger part 
of the company’s attention in its 
advertising—the social user of tel- 
egrams gets special attention on 
such occasions as Christmas, East- 
er, Mother’s Day, etc., in Life and 
The Saturday Evening Post, and by 
means of a variety of point of sale 
materials. 


s “The primary purpose of all our 
advertising,” Mr. Margules insist- 
ed, “is to make people familiar 
with WU services, and to do so in 
such a way that they will remem- 


|ber those services even though 


they forget the advertising. It’s a 
big order, but we are making 
headway.” = 


Brown Joins Cole & Mason 
Gordon S. Brown has joined the 

sales staff of Cole & Mason, Chi- 

cago, publishers’ representative. 


He formerly was with Swift & Co. 
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MEET BLONDIE’S RICH FRIENDS! 


Blondie is such an attractive, lovable character that 
it’s not surprising she has a host of friends — millions 
of them! 


One enormous group of them happens to be richer 
nowadays than ever before. They’re America’s young 
mothers and housewives, spending record amounts of 
money on their homes and growing families. And 
they’re devoted to Blondie! 


Every Sunday in the comics, Blondie and Dagwood 
and all the other characters in PUCK fascinate young 
women, catch their attention regularly, and chalk up 
readership records that are astounding. For instance, 
of all the women reading the Sunday papers, 58 per- 
cent of them between 18 and 35 years old read the 


©King Featores Syndicate 


comics — as against 46 percent reading local magazine 
sections or 40 percent reading national magazine 
supplements. * 


This is just one of the newly proved facts revealed in 
a remarkably important study, “Basic Patterns of 
Sunday Newspaper Readership.” 


You ought to see the whole study, of course. But 
most important, you ought to make friends with 
Blondie’s friends. If you have a product to sell, adver- 
tise it in PUCK, The Comic Weekly — where young 
women (and their husbands and children, too!) will 
read about it. What’s more, it’s actually economical 
to advertise in PUCK — leading advertisers have been 


proving it for years! @Average for all pages. 


See the new study for yourself. The booklet, “Basic Pat- 
terns of Sunday Newspaper Readership” (prepared in is 
consultation with the Technical Committee of the Adver- 
tising Research Foundation) covers studies in Baltimore, 
St. Louis and San Francisco. Separate studies, #4 for 
Detroit and #5 for Washington, D. C., are also ready at 
this time and will be mailed upon request. Address the 
Plan and Research Dept. of PUCK, The Comic Weekly 
— or ask your PUCK Representative. 


Pe a 


—* 


THE COMIC WEEKLY 


63 Vesey Street, New York 7, N. Y. 
Hearst Bidg., Chicago 6 + Hearst Bidg., San Francisco 3 
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Foreign Car Makers 
Shift Gears, Grind 
Toward Sales Peak 


(Continued from Page 2) 
the Dauphine, Renault expects to 
sell Americans more than 25,000 
vehicles in 1957. 
Based on the 7,000-to-date fig- 
ure, Renault has already vaulted 


MORE COVERAGE 
MORE LISTENERS 


_ than any other full-time 


station in Texas — * 
‘OF t8ss teer 
PER THOUSAND | 


KRLD Radio 


50,000 WATTS —CBS— DALLAS 


ASK A BRANHAM MAN 


into second place here in foreign 
car sales. The leader continues to 
be Volkswagen, with sales of 14,640 
in the first three months of this 
year, compared with 10,980 in the 
1956 first quarter. 


® British cars, not to be ignored, 
also are enjoying their greatest 
sales year in the U.S. market. Sales 
of British-made automobiles to- 
taled 11,662 in the first three 
months of 1957, compared with 4,- 
483 in the corresponding 1956 pe- 
riod. The MG sports car was 
bought by 2,700 Americans, and 
some 2,000 English Fords were 
| purchased. 

With sales exceeding 30,000 for 
the first three months of the year, 
foreign cars may hit the 150,000 


mark in 1957. Unit sales last year | 


came to about 100,000, with Volks- 

| wagen accounting for half of the 
| total. Volkswagen hopes to sell 75,- 
000 cars here this year. 

Renault has blossomed out as a 
major advertiser in the foreign car 
field. It is spending roughly $400,- 

|000 this year through Mann-Ellis 


Inc., New York, which is $400,000 
more than Volkswagen is spending. 

On the Renault schedule are 
newspapers in major metropolitan 
centers, Coronet, Holiday, News- 
week and Playboy. It is the first 
foreign car maker to use Coronet. # 


Fluffo Won 16% of 
Minnesota Market in 
Ist Year, Daily Finds 


MINNEAPOLIS, May 22—Fluffo, 
Procter & Gamble’s newest short- 
ening, gained 16.1% of the Min- 
nesota market in a year to take 
third place following P&G's Crisco 


(36.9%) and Lever Bros.’ Spry) 
(23.9%), according to a survey by | 


ported in “Minnesota Homemaker 
Survey No. 8,” the latest in the 
daily’s twice-yearly Continuing 
Survey of Minnesota Living. The 
survey, representing buying activ- 
ities of 1,200 housewives, covers 26 
food product groups, plus house- 
hold supplies, soaps, cleaners and 
polishes, and toiletry items. 


® Ivory was the most widely used 
toilet soap, with 19.7% of the mar- 
ket. Lux was in second place with 
16.7%. Neither showed much 
change in preference in contrast 
with 1953. Dial, however, increased 
in popularity from 13.1% of the 
market to 15.1%. 

Wax paper is in general use, the 
survey shows, with 95.7% of the 
homemakers buying the product. 


the Minneapolis Star & Tribune.| Rapinwax was found to be the 


The percentage of Minnesota 
homemakers buying powdered 


favorite by 663%, though it 
showed a decline from the 69.0% 


milk almost doubled from 1953) preference shown in 1953. Waxtex 
(15.8%) to 1956 (30.7%) with Car-| moved up from 3.0% in 1953 to 
nation well in the lead with 42.2% | 14.8% last year. 


in 1956 as against 34.5% in 1955 
and none in 1953. 


These are among the findings re- | vorite 


Pond’s was the favorite face 
cream (14.4%) and Avon the fa- 
face powder (16.5%). 


53% keep for future reference 
66% give or loan copies; and 16% 
ask that copies be returned 


21% passed along to friends, relatives 
76% refer to advertising in back issues 
36% clip current issues 
20% keep scrapbook or files 


Most-used magazine? 


Probably SuccessruL FarMinc—because it is 
the most useable to its audience. 


The audience is the country’s best farmers and 


their families—on farms that are volume producers 


of corn, grains, livestock, milk, poultry, eggs. 
SF circulation is strictly selective, heavily 


concentrated in the 44% minority of farmers that 
gets 91% of national farm sales. The SF farm 
subscriber’s annual cash farm income has 
averaged around $10,000 for a decade. 
No other population group has 

been stepping up its living standards 
faster. No other medium has as much 
influence with its audience as SF. And 
it balances national schedules where 
general media lack strength. Get the 
facts from any SF office. 


SuccessFuL Farmine 


MerepitTH PuBLisHinGc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles, 


a 


Advertising Age, May 27, 1957 


Kleenex showed far ahead (61.4%) 
in the facial tissue market, with 
Scotties garnering 14.7%. 

Bufferin, as a headache remedy, 
has come up from 3.9% in 1953 to 
27.4% in 1956, nudging Bayer as- 
pirin, which declined from 50.0% 
to 32.4% in the period. 

The survey also covers grocery 
shopping habits and includes gen- 
eral market data. The homemaker 
data are available from the news- 
paper in the form of individual 
loose leaf sheets by subject or in 
complete book form. # 


‘STAR. TRIBUNE’ TELLS 
SHOPPING PATTERNS 

CuHIcaGo, May 21—Minneapolis’ 
shoppers are nothing if not mobile, 
and they are getting more so, with 
city women shopping in 18 subur- 
ban shopping centers as well as 
in 17 neighborhood shopping dis- 
stricts, and suburbanites likewise 
combing stores in both downtown 
Minneapolis and in the neighbor- 
hoods. 

A delegation from the retail ad- 
vertising department of the Min- 
neapolis Star and Tribune flew into 
Chicago to describe this situation 
to a number of retailers interested 
in the Minneapolis market. The 
presentation also documented the 
influence of the daily in its four- 
state coverage area, shopping trip 
frequency and day-night shopping 
preferences of its readers and their 
feeling about advantages and dis- 
advantages of the shopping areas. 


Brown Heads New Six-Man 
Group at Dancer Agency 

Six vps of Dancer-Fitzgerald- 
Sample, New York, have been 
named members of a new execu- 
tive committee of the agency. Com- 
mittee members will be named an- 


Fred T. Leighty 


nually by the agency board from 
among members of the advisory 
committee. 

Dr. Lyndon O. Brown has been 
named chairman of the executive 
committee, and Fred T. Leighty 
has been named secretary. Other 
members are Chester T. Birch, 
Sidney J. Hamilton, Gordon H. 
Johnson and George G. Tormey. 
The committee will “initiate, ad- 
vise on and approve all major 
plans, basic advertising campaigns 
and important recommendations 
to clients.” 


Lyndon O. Brown 


The Year’s Best Folding 
and Set-Up Paper Boxes 


The June issue of Advertising Re- 
quirements, the Workbook of Adver- 
tising Management, presents a dra- 
matic picture report on two of the 
year’s outstanding packaging compe- 
titions. Included are the first place 
winners in the annual folding paper 
box and set-up paper box competi- 
tions. 

This picture-story report is typica! 
of the kind of information you'll find 
in ae | monthly issue of AR—cov- 
ering aspects of advertising pro- 
duction, promotion and merchandis- 


A trial proves your need of AR— 
or your money back. Just clip this ad, 
attach $3 along with your letterhead, 
and mail today. 

Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 
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Department store advertising linage gains and losses 
Ist 4 months of 1957 vs. same period 1956 
(7-day basis, excluding zone. Source: Media Records.) 
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' In Chicago, department stores 


are-going places 
in The American 


di cette aw 


In the first four months of 1957 
The American gained more department 
store advertising linage than all 
other Chicago papers combined! 


Department stores set the pace in retail sales... and lead the 
field in advertising investments. They know that productive adver- 
tising is essential in maintaining the huge day in and day out 
sales volume they require. So it’s extremely significant that these 
retail giants are steadily increasing their advertising volume 
in The Chicago American. 


The latest figures show The American up nearly a quarter-of-a- 
million lines during the first four months of 1957. This is money- 
on-the-line proof that, in Chicago—The American is the news- 
paper that’s going places! 
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in Peoria’ 


( Per Gent of families reached ) 


LOOE.......11.5% 
LIFE. ......,11.8% 


ae 


( Pegrta County) 


Getz Padgett Sympson Abelson Schecter 

Levitz Jessel 
OCCASION—At 1,000,000th barrel festivities coinciding with the 
opening of the Barton Museum of Whisky History (AA, May 13), 
George Jessel, comic, and Stan Levitz, account executive of Gross- 
feld & Staff, Chicago, gather with company and public dignitaries. 
The celebrators include Oscar Getz, president; Lester Abelson, 
chairman of the board, and Abe Schecter, vp and national sales 
manager, Barton Distilling Co.; Gerald Padgett, Nelson Distributing 

Co., and W. G. A. Sympson, mayor of Bardstown. 


44% of Savers Say | the consumers chose the penny off 


| by a ratio of two to one. 


They Pay Cost of | Here the question was: “If a loaf 


of bread costs 33¢, would you 
rather get one cent off the price or 
Stamps, Study Shows sate" get o oe ee 
EUGENE, OreE., May 21—Nearly| As explained by Prof. Dodge, 
half of the people who save trading |“the value received is equal.” Of 
|stamps say they doubt they’re|those interviewed, 65% said they 
getting something for nothing. would take the penny off the sales 
Sats Bae ae oe ee eee ‘Wee | This finding appears in a study | price; 23% preferred trading 
; : see Te (ao aa ety. De AC. eam Se a OES 'of consumer habits and opinions|stamps. Seven said they didn’t 
eee . ; e atone ; e . made in the Eugene-Springfield| know. 
area under the direction of the Asked “Where do you get most 
Don t miss the big parade jsemost of business administration of your trading stamps?” 26.6% 
: : : |of the University of Oregon. Re- | said gas stations; 22.3% said drug 
| Sults were published recently in| stores; 17% said grocery stores; 
the university’s Oregon Business | 13.2% said department stores. 
Review by Asst. Prof. Robert E.| If a store discontinued giving 
Dodge. | trading stamps, 27% of the con- 
Three key questions tell the|sumers questioned said they would 
story. First, 97% of those inter-| shop at another store where they 


in Peoria 


: P stands for Peoria—and Progress. This busy metropolis— baterygelensy Sf ae wen tei a a eee © 
the second largest market in Illinois—has been booming in a big way ‘the cost of trading stamps is passed O'Neill Joins Bolling 
: since 1950. Take a minute to take a closer look—you |on to you?” 44% said yes, 40% said | Henry O'Neill, formerly with the 
: might be missing something: me aed 1% eid ny Gt knew. nies Sepertet of CBS, Tet 
: What’s up? Well, population for one thing. Up nearly 20% in fered a penny off the sales price or | of Bolling Co., New York, station 
es , : . " a penny’s worth of trading stamps, ' representative. 
: five years (against the U. S. rise of only 8.7%). Buying power is up a 
healthy 26%. And retail sales have shot up a big 42.9% in 
this same period—against the U. S. average of 32%. 
And that’s just the beginning—for new industries are coming to 
Peoria, old ones are expanding. The Olin Mathieson Chemical 
Corporation, for example, is moving into Peoria with a new anti-freeze | 
plant. The Caterpillar Tractor Company is expanding its | 
operations with a new engine plant and a multi-building research | 
center. Within two years a $124 million bridge will span the Illinois 
river, giving impetus to the area’s expanding economy. In 
addition, over $76 million have been earmarked for construction and 
expansion in Peoria from 1956 through 1958. 
P Peoria is moving ahead in other directions, too. For example: Is it the final copy, layout 
i Since 1950 some 5,700 new homes have been built . . . a new zoo was : ’ 
; opened in 1955 . . . more than 20 new churches went up since and art? Is it the final proof sub- 
. the war ... a new YMCA costing over $2 million has recently been mitted for okay? Or is it the thousands 
- completed . . . and Bradley University has added a new library, or millions of printed impressions for 
field house, engineering building and three dormitories. Sn 
— which the advertiser pays? We say it is the 
If you want your share of the big boom in Peoria, beet t-te 4 this le why we take areat falas to make 
PARADE and the Peoria Journal Star will give it Parade ae, Ge Gee. wy 6 a 
- to you. Each Sunday they call on nearly nine out of photoengravings and gravure positives that will produce 
every ten homes in town. Each Monday they AA fine finished advertisements. 
¢ begin to move goods off dealers’ shelves all 4 
across town. y 
PARADE ...The Sunday Magazine 
section of 56 fine newspapers covering 4 peal hy 
3 some 2700 markets ...with more than ct LA aad 7 
; 15 million readers every week. Represented iy Pranic }intat: ha tetaghaning Plat, 
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Media Buyer ... Media Director... then V.P., 
and all he did was remember... 


to cover Houston you need The Post! 


AMAZING How A FELLOW GeTs AHEAD when he remembers the big 


Highest Readership 


trend in Houston is to THE Houston Post. Houston is the largest market 


Fastest Growing Circulation in the entire South. The Post now covers 41% of the Houston market! The 
Post leads in readership, circulation growth and advertising gains. These plus 
Largest Advertising Gains values spell RESULTS for Post advertisers. Get the new facts on Houston 


where the trend to The Houston Post grows and grows. 


you need THE HOUSTON POST to cover the Houston market 


Represented Nationally By MOLONEY, REGAN & SCHMITT 
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Biddle Gets Lucky Heart 

Lucky Heart Laboratories, Mem- 
phis, has appointed Biddle Co., 
Chicago, to handle its advertising, 
effective Aug. 1. Lucky Heart man- 
ufactures cosmetics. A campaign 
in consumer publications primarily 


reaching the southern market is| 
being planned. C. Wendel Muench | 


& Co., Chicago, is the former agen- 


Marie does t 
FASTER... 


complete mailings, multi- 
graphing, ee 
ing, addressing, fill-in on 
memerennes letters, 
planographing. 

_ Marie keeps your Mail- 
ing List up-to-date, frees you 
from detail work. For rush pick-up, 


uick service and fast delivery 
ALL WAbash 2-8655. 
oe hee 
,431 S. Dearborn Street, $, Ui. 


This Week in Washington ... 


P.0. Defends Mechanical Sorter as 


Iron Horse of Wild Postal Frontier 


By Stanley E. Cohen 
Washington Editor 


lenge race that might have rivaled 
the drama of that historic day more 
than a century ago, when the loco- 
motive “Best Friend of Charleston” 


tury ago. 


called off last weekend when Post- 


field balked at pitting his $100,000 
|Transorma mail sorting machine 
|against a crew of postal clerks. 

His associates candidly concede 
| the human crew might have humil- 
iated the machine, just as the horse | 
outpaced the locomotive. But, they 
are prone to argue, it would be 
junfair to judge mechanical mail 
|sorting by the current experimen- 


by the Post Office. 


tal equipment, just as it would have 
been disastrous to evaluate the fu- 
WasHINGTON, May 23—A chal-/ture of railroading on the basis of 
| the one-lung locomotives of a cen- 


® Postal officials say they are par- 
was matched against a horse, was | ticularly annoyed by the fact that 
| some of the efforts to discredit 
master General Arthur Summer-/Transorma are being encouraged 
by the same people who have been 
screaming for mechanization of the 
Post Office. In their opinion, the 
best hope for mechanized mail sort- 
ing is in the research on electronic 
;}equipment now under way at the 
National Bureau of Standards un- 
der a $500,000 contract subsidized 


ma was installed at nearby Silver 
Springs, Md., they say, was to get 
some experience which will be use- 
ful in developing newer and better 
equipment. 

Even with its admitted short- 
comings, they insist, Transorma 
will prove to be a bargain. Since 
it will be at least as productive as 
human clerks, it will earn its own 
keep. Moreover, it ought to endear 
itself to postal patrons. By imprint- 
ing the identification of the opera- 
| tor on each letter it sorts, Transor- 
|ma can pinpoint responsibility 
when letters are misrouted. 


Senators who 

Let Ziv Do It, voted to chop 
Says Johnson U.S. Information 
Agency down to 

$90,000,000 next year say many an- 
ti-USIA votes reflect a belief that 
the agency does too many things 
which private companies are will- 
ing to do. For instance, Sen. Lyndon 
Johnson (D., Tex.) can’t see how 
USIA justifies the fact that it has 


One of the main reasons Transor- | spent $1,400 weekly to provide a 


oe 


Ib 


US¢ 


A HEARST MAGAZINE 


Kentile advertising 
in House Beautiful 
results in increased 
sales volume...” 


says 


Charles A. Neumann 


Vice-President 


for Sales 


Aen 


Kentile, Incorporated 


‘Our experience has demonstrated that advertising in House Beautiful,” 


regularly since 1946 has resulted, “in a progressively 
wider acceptance of our products. 


“Kentile manufactures an outstanding line of vinyl, cork and rubber 
and asphalt tile resilient flooring, distinguished for quality and style. 


Your magazine attracts a high-calibre, quality-conscious audience” 


of discriminating buyers .. . “helps us reach the consumers we 


want to attract: prideful homeowners who demand quality products. 


“This vote of confidence for House Beautiful is shared by our 
distributors and dealers throughout the country.” 


hee me ena ee 


572 Madison Avenue, New York 22. 


House Beautiful sells both sides of the counter. 


Over 700,000 upper-income Pace Setter families 
($14,750 average income) including over 60,000 

paid subscribers actively engaged in retail and building 
trades. With over 5 readers per copy, an audience 

of over 3!4 million men and women readers! The 

one magazine that sells both sides of the counter. 


beautiful 


Advertising Age, May 27, 1957 


| Mexican tv station with a live mu- 


sical program. 

He made sure the Senate added 
an amendment to the USIA budget 
specifying that no funds were to 
be spent to compete with private 
concerns selling corresponding in- 
formation services or products. 

Using the Mexican incident as 
an example, he explained, “The 
station might be buying one of Mr. 
Ziv’s films or one of Metro-Gold- 
wyn-Mayer’s films or one of RKO’s 
films, 

“All at once it is confronted with 
a proposition that the U.S. gov- 
ernment will supply live programs 
or such films as they may need to 
sell for commercial purposes or 
use as sustaining time.” 


- Advertisers 
TV Films Get who contribute 
Free Audience films on their top 

network tv shows 
for use by the Army’s overseas tv 
stations are due for some potential- 
ly valuable new coverage, if Con- 
gress approves current Army plans 
for more outlets. 

At present roughly 50 hours of 
commercial shows are telecast 
weekly on 19 stations in such areas 
as the Canal Zone, Greenland, Ice- 
land, Alaska, Philippines, Cuba and 
Germany. Now 18 more stations are 
contemplated, mostly in Korea, 
France and Morocco. 

While the low-powered stations 
are programmed only for US. 
troops, many local residents have 
bought U.S.-type receivers in order 
to tune in. Their enthusiasm over 
American programs—including the 
commercials—was reported by an 
Army, Navy, Air Force Journal re- 
porter who recently toured the 
Canal Zone. 

At one point, he wrote, commer- 
cials were dropped because local 
merchants complained. But they 
were subsequently restored, when 
letters poured in from viewers who 
demanded them. 


Senate small 
business commit- 
tee finds that re- 
cent increases in 
bankruptcies are chiefly in the re- 
tail field. In the first four months 
of ’57, the number reached 4,805— 
up 578 over '56. 351 of the 578 were 
retailers, with the greatest toil 
among food, liquor and home fur- 
nishings stores and restaurants and 
taverns. + 


Bankruptcies 
Hit Retailers 


You're in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 


time-buvers who select WGN 
for results! 1957 promises 
exciting new programming to 


make WGN’s policy of high 
quality at low cost even more 
attractive to you, 
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ow many homes 
are you reaching? 


With LIFE you can 


count on reaching 


12,000,000 


households 


every week 
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The April National ARB, just out, shows: In daytime entertainment programs, NBC 
Television now leads the second network in 15 out of 18 competitive quarter-hours. 
In just one year, NBC Television’s daytime entertainment audience has increased 48%. 


This is the greatest one-year growth-story NB C TELEVISION 
in the entire history of television. 
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Advertising Age, May 27, 1957 


LOOKING AHEAD—Paul Greenaway, convention chairman, and Wilma 

Graubert, the girl who popularized the golden bathing suit, get some 

hula lessons in preparation for the Advertising Federation of Amer- 
ica convention in Miami Beach, June 9-13. 


wow — Maria 
Stinger is the 
newly crowned 
Miss Seashore 
Pickle, according 
to Seashore Food 
& Pickle Prod- 
ucts, Opalocka, 
Fla. 


Potter 


Cone 


West 


Taylor 

PRE-FORUM HUDDLES—Members of the first panel at the Chicago Tribune’s eighth annual 
forum on distribution and advertising meet at an informal lunch prior to the session. 
Fairfax M. Cone, president of Foote, Cone & Belding, who moderated the panel, dis- 
cusses the program with panelists W. B. Potter, director of advertising, Eastman Kodak 
Co., and Herbert B. West, vp of Batten, Barton, Durstine & Osborn. Panelists Edward 


lee Pressman Lynch 

Wiswall 

NORTHWEST—A. L. Brock, ad director of the Seattle 
Post-Intelligencer, has been elected president of the 
Pacific Northwest Newspaper Advertising Execu- 
tives Assn. for 1957-58. With Mr. Brock are Jack 
Banks, Bremerton Sun, vp; Harry Lynch, Tacoma 


Kurz Peterson 


TURNOVER—T hom- 
as B. Haire 
(right), president 
of Haire Publish- 
ing Co. and re- 
tiring president 
of the Advertis- 
ing Club of New 
York, presents 
Robert M. Gray, 
advertising man- 
ager of Esso 
Standard Oil Co., 
with a gavel as 
Mr. Gray takes 
over as president 
of the club. 


Banks Brock Erb 


News-Tribune, secretary-treasurer; Ralph Lee, Al- 
bany Democrat-Herald, retiring president, and di- 
rectors Charles Pressman, Eugene Register-Guard, 


William Erb, Province, Vancouver, B. C., and Wil- 
liam Wiswall, Portland Oregon Journal. 


Howard Fulton Martin 


R. Taylor, exec vp, consumer products division, Motorola Inc., and Peter G. Peterson, 
vp of McCann-Erickson, chat with Walter C. Kurz, advertising manager of the Chicago 
Tribune. Renewing acquaintances with Paul Fulton, retail ad manager of the Chicago 
Tribune, are panelists John A. Howard, associate professor of marketing, University of 
Chicago, and C. Virgil Martin, vp and general manager, Carson Pirie Scott & Co. 


2 a 


Dent Brown Adams Harte 


Tschan 
PROMOTION MEN MEET—Among those at the 27th annual convention of the National News- 
paper Promotion Assn., held May 12-15 in New Orleans, were Jim Dent, Gazette, 
Charleston, W.Va; Wishard Brown, San Rafael Independent-Journal; Robert Adams, 
Fort Wayne Newspapers Inc.; Houston Harte Jr., San Angelo Standard Times; Wes 


Powers Gray la Hatte Eager 


West Royal Noell 


Tschan, Cincinnati Post; Wilbur Powers, Davenport Newspapers; Bob Gray, Houston 
Post; Patricia La Hatte, Atlanta Journal & Constitution; Bill Eager, Montreal Star; 
Bruce West, Toronto Globe & Mail; Ed Royal, This Week Magazine, and Charles 
Noell, Winston-Salem Journal & Sentinel, 
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12,000,000 


Families will read 


a. ae 


by Philip Wylie 


...a THIS WEEK Novelette 
in four parts starting in 


the June 2nd issue. 


Your advertising will be read by more people in 
This Week Magazine than in any other publication. 


Pe oe Pe hea, es rae ere et ee. oe) ee Re ecg ee gh 0S ca 7 a? Coenen a* — ae ee ye ates Hele t cae a Sn." 
are ae sa ae ae es ee a To me we Spee * ee a9 «: ane Th a e a Se es - ot aie lige le aca OD, Mok aul cal aoe wipes Lal [Cert ek OE ee 
a al Alla a ears Ries Poe aaa eee = aoe oa a A ee Re 8 Me geri as 8 ee ee a RS i seat sifhae gy, os ees eS er 
— on oS a a ee ee ny ee ey ere nm 
st Wee ask. ig age wie CERES SA RRR 0 RE i hi sul APO crea ey ig Ry ee ee 
‘ ta - : ; ; w ‘ ae 
: 4 
{ 
” - 
‘ Y /, 
, , ts : 
q : ~* * 
: : = “- Co ‘e ee 
| I 2 es a . 
J a 4 a Ny e 
‘da : i 
i. ine on —— 
} P «* Y a ted d x = _ te 
| (:% -4 ss» 3S 
ete Ff ak .¢ . oi ae * 
1 . < ow : 
—— . : a — : : 
3 P ~ _ ee ¢ zh $ 
Z any a “ : - “ : ps i: _.eat . lll NN iii: ’ # 
el ae —— S~. 
a - - A es 
! Pea ee eo ; Y OS a é 
a; ial pie 4@ ; 
¥ ‘ , 
* = t Ue go 
F * tg ie P ol ’ rd i ae . ae 
— ' . ng edie Ae : 
2 Pa p et Sh : 6 : d we aed 
; = i a ee. = te a Se . 
: és . a a ee : . oes r 
“e eo ee ene ¢ -_ ; 
| ne SS 
: e a ee We ae ea ay: . : — 
' meee BL /* te oe 
ein . - ae Me 
/ . : ry en »~ \ i 
™ f a i, 
. ?* oe - —ad 
| / 4 y, et: ‘ 
\ 
= r ; , ; 
2 s —s % 
; ——s 
; P a a Ss = : ’ peg 
* era aR 
3 . ¢ at eee 
| Shih, emai 
me . a 
P 3 ) ri Oy cae 
F te, ae 
ee > Se + . 
‘i } Sal 
: . . 5 hn 3 nN 
Zz >a a ‘ : ' 
— ' : q , ip \ 7 ‘ 
, eo -_ ; Kf 
s ' ef 
: : : =~ a\ 
\ : : 
q : + r > 
; : . — 3 
ag a << = ; - » fe 
ee ‘ ~ x= -* r, 
tu - ~ 
‘ s : ~ ~ 
4 +. . : é 
‘ . 4 S @5.e 
3 . ot‘ ~*~ ~*~ a ~ ‘ : 
es —— << SQ 
se, . - * » ‘ 2 
i ‘ x ' x . . ‘ i 
4 “ e > * : 
i = _ : * ; 
5 oa ‘ : ; a 
a : A ~ a 7 
o : . ss M 3 & _ .— ¢ 
) \ ZB va | 
bs : a 
ce eT Y 
oh oon —— 
ae Xewe : . _— = 2s <2 5, 
en es gram , oe ‘ 2 — —-—— 2 
be ne 
A \"4 -- e 
qhis Nee : 
Mi ‘ _— 
oo 1 . Se me lf 
nN aed at . — eee , 
, y a ba ee. \ : 
; es ; 
im . 5 —— 4 / \ 
vag baer 5 ¢ = ‘ ¥ 
x a ot 4 ¥ 2 
i, a - ” hed # 
{ Ln i, % ie P pecs ; 
ef Me wid, 3 ge \ 
Z : = . = ‘ a 
Bi my Fr - : es . .- 
} ae” : a a 
: ia je ae. ' & : \ \ 
SS) Ss “ 
ea | -_— oe eames 
a me ae -. age ae \ 
‘ * - aS rea: « c = \ 
hae “thy ar ae = 
— “ ;S a Crs 
+ - aE ss oy 
, es pecs ee 
> ° oe 
SC 
ee = et 
wee? 
os eae Co eee ees ee ee: ROE Cee ee eee rr ae oe ee aS 
SE eres le loll ie Sr nis urea" Go SR re Re eee ene. Be dee See en hee ey ee st Ware cs etieix 2 tye, eae DE oe aH 
et ae fie a —* ae Pere PPR eee bee RAIS SES 5 his i ce, Pees: a AA WE oe aig ee ees te hee ero 2a ede se ae ae eee ‘aes i ane pars a 


ae ae 


= 
4 
‘ 
: 
= 


Diamond Jewelry by 
J. B. Hudson Co. 
Minneapolis 


Now only the 
largest U.S. cities* have 
newspapers with more 


circulation than the 


Minneapolis Sunday Tribune 


625,000 


In Minnesota, North and South Dakota, western Wisconsin 


*New York « Los Angeles + Chicago + Philadelphia 


Minneapolis Star 2zzd Tribune 


EVENING MORNING and SUNDAY 


625,000 SUNDAY - 495,000 DAILY 


JOHN COWLES, President 
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Co-op’s Advantages, Disadvantages 


How Sears’ Retail Promotion Works 
Are We Doing Enough Abroad? 


TV Formula Worth Considering 


Weighing One Against the Other... 


THE NATIONAL NEWSPAPER OF MARKETING 


Advantages and Disadvantages of Co-op Advertising 
Spelled Out in Second of 3-Part Series 


By Lester Krugman 
Executive Vice-President, The Getschal 
Co., New York 


The Advantages of 
Cooperative Advertising 


At one time or another, almost every 
manufacturer who conducts a program of 
cooperate advertising asks himself wheth- 
er to continue or to abandon the pro- 
gram. And manufacturers who do not 
use co-op ask themselves whether they 
should do so. 

In arriving at his decision, the manu- 
facturer should know all the advantages 
and disadvantages of co-op advertising. 
In spite of all the abuses inherent in 
most programs, there are numerous and 
distinct advantages, depending on the 
particular industry. 


# In an industry where co-op is a nor- 
mal activity, it is rare that a manufac- 
turer can abandon it. He would be placed 
at a terrific disadvantage. In an industry 
where co-op does not exist, the manufac- 
turer usually avoids initiating such a pro- 
gram. At best, all he can hope for is a 
momentary advantage which he loses 
when his competitors follow suit. 

The basic advantage of co-op advertis- 
ing is that it permits the manufacturer 
to buy more advertising space for less 
money. If he were to advertise in the 
New York Times, he would have to pay 
national rates. But if he runs the ad over 
a dealer’s name, he pays local rates. 
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PROBLEM—This omnibus cooperative ad for 
Franklin Shops poses a common problem 
for the retailer, who is expected to send 
tear sheets and copies of the newspaper 
invoice to the cooperative manufacturers 
—who may number 10, 15 or more. 


GREEN PRIDE 
LAWN SEED" 


Buy a 5 tb. bag of quality 
Green Pride Dupont Arasan* 
Treated lawn seed 

and get your lawn food Free! 


Act Now! While the supply ler! 

Geet this remerkeble combination 

lor the price of the seed elon! 

You'll heve « fine, heslthy, thriving lewn 
F-A-S-T with no fuss. And what's more, he 


High-Nitrogen Lawn Food Discovery! 
Turns Lawns Green... Keeps Lawns Green 

Green Pride Instant Soluble 45-0-0 Lawn Food 

Ne more toting a heavy bag! No more smells! 

Ne fuss! No bother! Economical! 

‘The amazing greening setion of this highly concen- 

trated lawn food goes to work ummediately ! No tedious 

spreading! No raking int No feer of burning! Ne 

weitng for ren or wetermg down! Remember! 

healthy lawns are your best protection against airborne 

weed infestetions! Turn your lewn green keep 


your lewn green! 
*OPFER LIMITED TO PRESENT SUPPLY 


Deitch Shopwell Stores King Kullen Markets 
Dan's Supreme Markets Kollner's Markets 
Grutede Brothers 
Hille Markets 


Safeway Stores 


Sunrise Stop ‘a Shop 
Mossapequa Markets Markets 
And Other Leading Food Centers Waldbaum's, Ine 


co-0op?—This is a national ad, including a 

list of dealers. Author Krugman says that 

such an ad, run at national rates, is some- 

times charged against the cooperative 
fund. 


Even if he paid 100% of the cost of the 
dealer co-op ad, his cost is lower than 
national rates. And when the distributor 
and/or dealer pay for a part of the ad, he 
ends up with even more space for his ad- 
vertising dollars. 


® Another advantage of co-op to the na- 
tional advertiser is that it localizes his 
national advertising. His national adver- 
tising is designed to create a preference, 
if not a demand, for his product. His co- 
op advertising tells the consumer “where” 
to buy his product. 

Co-op advertising inevitably increases 
the amount of local advertising done on 
a manufacturer’s product. More dealers 
will advertise his product when he con- 
tributes to the cost than when he does 

ot. In addition, a program of co-op fre- 
quently stimulates non-advertising deal- 
ers to start advertising. 


Dealers Know Best Locally 

Properly instituted and administered, a 
co-op program can improve existing deal- 
er relations. It can add to the prestige of 
the manufacturer on a local level, in local 
publications. Properly managed, it can be 
superior to national programs, by virtue 
of the fact that the dealer is in a better 
position than a distant agency to select 
media in his own town. And the dealer 


Last week Advertising Age presented the first of a three-part series on co- 
operative advertising, a subject which has been little discussed in public and 
which tends to be something of a mystery to many advertising people. In 
that article the author explained the dimensions of the problem, told what co- 
op is and how it works, and discussed the legal and other difficulties surround- 
ing its operation. In this instalment he tots up the advantages and disadvan- 
tages of cooperative advertising, from the manufacturer's standpoint, and 
while he makes no secret of his own belief that co-op is an extremely valuable 
form of advertising investment, he presents an unbiased view of both sides. In 
the final article, he will review practical suggestions for avoiding abuses and 
making an individual system work smoothly. 


knows best the proper timing of local ads. 
How many programs of national newspa- 
per ads are scheduled by someone who 
doesn’t know on which night of the week 
stores are open in a given town? 

Over and above all this, a manufacturer 
can use co-op advertising as a marketing 
tool, to “buy” distribution. He can use it 
to recruit more dealers. He can use it to 
meet competition. The manufacturer de- 
pends on the retailer to carry his prod- 
ucts, and to sell them, but many retailers 
will not carry his products if he has no 
co-op program. Many of those who do 
carry his products will not promote them 
aggressively without co-op support. 

All of these things, and more, represent 
the advantages of cooperative advertis- 
ing. In some cases co-op provides a good 
check on advertising effectiveness. It pro- 
vides an automatic control of advertising 
expenditures. But, by and large, the fac- 
tors mentioned above represent the more 
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important advantages for the greatest 
number of manufacturers. 


The Disadvantages of 


Cooperative Advertising 


With the good must come the bad. And 
with the advantages at hand, the disad- 
vantages must be studied before decisions 
are reached. 

If the basic advantage of co-op is that 
a manufacturer can buy more space for 
less money, the distinct disadvantage is 
that much of his co-op money may be 
dissipated by the abuses prevalent in the 
field. When that happens, it becomes 
necessary to total the score, to see wheth- 
er in spite of the abuses, the expenditures 
in co-op still yield a better buy than na- 
tional rate expenditures. 

By the same token, the manufacturer 
must take into consideration that his co- 
op advertising may be much less effec- 


BIG DEALER—These nine ads by one dealer all appeared on one day in a single newspa- 

per—showing how dependent manufacturers may be on a major dealer. To many man- 

ufacturers, the local dealer is vital—well informed on local conditions, proper timing 
of ads, etc. 
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buy the product. 


of local ads. 


in local media. 


10. Used to meet competition. 


dealer relations. 


uct at a profit. 


Advantage of Cooperative Advertising 


1. Buys more space for less money, since dealer participates in 
cost and ads are run at local instead of national rates. 


2. Provides wider coverage to supplement national advertising: 
increases number of advertising impressions. 


3. Helps to synchronize national and local advertising. 
4. Localizes national advertising—tells the consumer where to 


5. Affords better selectivity of local media; permits better timing 

6. Increases retail advertising: stimulates dealer to start advertis- 
ing: encourages dealer to participate in national promotions. 

7. Enhances prestige of manufacturer on local level by appearing 

8. Provides automatic control of expenditures when keyed to pur- 


chases; used to check advertising effectiveness. 


9. Useful in securing new dealers; to increase dealer inventories. 
1l. Stimulates dealer interest and good will: improves existing 
12. Identifies key dealers with product; helps dealer sell the prod- 


13. Used to obtain in-store display and promotions. 


tive than his national advertising, with 
regard to content. The larger dealers who 
spend the bulk of his co-op dollars, sel- 
dom use his mats. The net result is that 
co-op ads frequently are abortions which 
shame the very men who pay for them. 
Inferior layouts, inept copy, horrifying 
art, and other elements all contribute to 
ineffective co-op advertising. Might be 
good art, but so tortured to fit into store 
pattern that value is lost. 


s Another disadvantage of co-op is that 
as co-op gains momentum, expenditures 
increase, and the budget for national ad- 
vertising may decrease in proportion. If 
the co-op program runs away and more 
money is required, the advertiser may 
decide that the money must come out of 
the national budget. But if he allows the 
program of national advertising to slip 
into unimportance, the co-op program 
loses its effectiveness. 

When a co-op program is initiated, it 
increases linage for a short while, and 
then it levels off. But, once started, it 
is very difficult to abandon, much less 
to control. Problems of control are stag- 
gering. And the more effective the con- 
trol, the more the manufacturer may 
antagonize his dealers. When the policy 
excludes certain media, one group of 
dealers may complain. When the basis 
of contribution varies with media, an- 
other group may complain. When a dealer 
spends beyond the agreed amount, a 
hassle among the dealer, distributor and 
manufacturer results. In other words, 
the stricter the control, the greater the 
number of alienated dealers. 


s Although it has been stated earlier that 
a manufacturer can improve his dealer 
relations with a program of co-op adver- 
tising, it should be borne in mind that the 
reverse can happen. Once dealers are 
used to the idea of a co-op program from 
a certain manufacturer, they take it for 
granted. Once it’s taken for granted the 
relations deteriorate. 

The dealer always suspects that his 
competitor is getting a better co-op al- 
lowance from the manufacturer, and he 
puts the pressure on for special deals. 
When he doesn’t get them, he may take 
action ranging from screaming to throw- 
ing the line out. None of this is designed 
to improve manufacturer-dealer relations. 
The legal difficulties, of course, repre- 


sent one of the major disadvantages of 
the program. The manufacturer worries 
constantly about FTC action. The distri- 
butor submits claims which constitute 
special deals. When the manufacturer re- 
jects them, the distributor is angry, and 
the dealer with whom he cooperated is 
far from tranquil. When the manufac- 
turer accepts these claims, he participates 
in the violation. And the circle continues. 

There are other disadvantages of co-op 
advertising, but these are the more im- 
portant areas. The advantages and the 
disadvantages must be considered, evalu- 
ated, weighed—all before a final decision 
is made. 


More Advertising with 


Co-op Dollars—or Less? 


It has already been stated that the ba- 
sic advantage of co-op advertising is that 
a manufacturer can buy more space for 
fewer dollars. It has also been stated that 
the abuses tend to reduce the financial 
advantage, and the ineffective form of 
co-op ads tend to dilute the advantage 
further. 

Now let’s see how we end up with co- 
op expenditures. 

Using newspapers as the medium for 
illustrative purposes, rule of thumb tells 
us that local rates are about 40% lower 
than national rates. Suppose a manufac- 
turer runs a thousand-line ad in a metro- 
politan newspaper at an imaginery na- 
tional rate of $1 per line. If all goes well, 
he can run this same ad over a dealer's 
name at 60¢ a line. He saves $400. As- 
suming further that the ad is run on a 
50-50 basis, it costs the manufacturer 
only $300—instead of the $1,000 he would 
have paid for the ad at national rates. 


® Retailers today know this, and resent 
having manufacturers use them for this 
purpose. Realistically, this is what hap- 
pens. First, the dealer refuses to run on a 
50-50 basis. He insists on having the 
manufacturer pay the full cost of the ad, 
100%. Secondly, the dealer may enjoy a 
much lower line rate, but the manufac- 
turer pays on the basis of the higher rate. 

The next item is the insistence by the 
dealer that the mat ad does not reflect 
the character of his usual store advertis- 
ing, and he prepares his own ad. The 
manufacturer may not be happy with the 
ad; much of the thousand lines may be 


devoted to store addresses and phone 
numbers, store hours, credit terms, an- 
nouncements of coming store events; and 
—to top it off—the dealer bills the man- 
ufacturer for the production costs in con- 
nection with the preparation of the ad. 
Did the manufacturer get more adver- 
tising with his co-op dollars—or less? 


s This is an example of the dilution of 
co-op dollars in its simplest form. Meth- 
ods of abuses will be covered later on. 
But, equally important to abuses is the 
draining of co-op forms in other ways. 

If a manufacturer has $1,000,000 in his 
co-op fund, it could be assumed that, 
with local advertising 40% cheaper than 
national rates, he will end up with much 
more advertising for his money. The as- 
sumption, of course, is that the word “ad- 
vertising” covers the area into which the 
money will fall. Unfortunately, this is a 
false assumption, based on current prac- 
tices. 


Co-op Money Goes Astray 

The manufacturer knows that the mon- 
ey in the fund is committed—it’s going to 
be spent, anyway. When he runs into a 
problem with an important distributor, 
and let us say that the distributor insists 
on a rebate for a shipment of faulty prod- 
ucts, the manufacturer may decide to 
grant the allowance, but takes it out of 
the co-op fund, since it does not represent 
“additional” dollars in expenditures. So 
co-op money is used, but not for adver- 
tising. 

Suppose the distributor takes a box of 
seats at the local ball club and charges 
it against his co-op fund. The manufac- 
turer refuses to permit it. The distributor 
maintains that he entertains his dealers 
there, and that the expenditure will re- 
sult in more direct business from those 
dealers, than if spent in newspaper copy. 
The manufacturer may find it difficult to 
refuse the request. So co-op money is 
used, but not for advertising. 


® The manufacturer pressures the distri- 
butor to increase his sales. The distribu- 
tor develops a plan whereby any dealer 
who buys a specific amount of merchan- 
dise is eligible to go on a cruise. The 
same story repeats itself. The manufac- 
turer objects, the distributor maintains 
that it produces direct sales, and the net 
result is that co-op money is used, but 
not for advertising. 

In this way, the co-op funds are used 
for all kinds of activities, few of which 
can be classified intelligently as “adver- 
tising.’”” Merchandise rebates, price reduc- 
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tions, tie-in deals, incentives to push 
slow-moving merchandise, free merchan- 
dise, gifts to buyers, premiums, sales pro- 
motion material, point of sale materials 
and many other things are all charged to 
the co-op fund. 


® Now take a look at the $1,000,000 in 
the fund, with which the manufacturer 
had hoped to get $1,500,000 worth of ad- 
vertising. Did he get more advertising 
with his co-op dollars—or less? 

When we question how much “adver- 
tising” results from cooperative advertis- 
ing expenditures, we also look to those 
fields in which the manufacturer makes 
little or no effort to insure the expendi- 
ture. This is true notably in the grocery 
field, where co-op allowances may be in- 
cluded on the invoice, but no effort is 
made to verify the expenditure in the 
form of advertising. The allowance is 
given and accepted virtually as a sales 
allowance. When this happens, the total 
budget may be spent, but precious little 
“advertising” results from it. 


Spur Dealers to Use Co-op 

There are fields in which the problem 
has a different twist. In these fields, the 
manufacturer allocates a specific amount 
of money for cooperative advertising, 
only to end the year with a large portion 
of the budget unspent. This usually cen- 
ters around the manufacturer who sells 
direct to the retailer. A percentage of 
sales is available for co-op advertising, 
but if the retailer does not use it, it re- 
mains unspent. 

Media associations do a good job of 
helping the manufacturer in this direc- 
tion. When a specific media association 
learns the terms of a manufacturer’s co- 
operative advertising agreement, in 
which their particular medium is author- 
ized, they pass it on to their members for 
use by local salesmen in stimulating re- 
tailers to participate in the program. 


® The Bureau of Advertising of the 
American Newspaper Publishers Assn. is- 
sues a “weekly retail memo” to its mem- 
bers, containing this type of information. 
A similiar job is done by the Pennsylva- 
nia Newspaper Publishers’ Assn. and the 
Inland Daily Press Assn. 

Outdoor Advertising Inc., issues a “Co- 
operative Account Data Bulletin” to its 
plant operators. The Radio Advertising 
Bureau issues “special dealer co-op data 
cards” to its members. The National 
Assn. of Transportation Advertising is- 
sues a “cooperative advertising bulletin” 
to its field offices and operators. 


dealer pays. 


lowance. 


handling of ad content. 


then declines. 


dealers. 


Disadvantages of Cooperative Advertising 

1. Presents cumbersome legal difficulties. 

2. Reduces funds available for national advertising. 

3. Used as price discount instead of advertising allowance. 

4. Funds dissipated by abuses; ads billed at rates higher than 


5. Production and other charges consume a large portion of al- 


6. Second-rate papers used to fulfill contracts; ads scheduled for 
poor days to earn frequency discounts. 


7. Brand name lost in ads; product loses identity through poor 
8. Once started, difficult to stop; increases linage for short while, 


9. Problem to control; ads run when inventories are inadequate. 
10. Ineffective ads due to reduced quality of copy, art, layout. 


11. Antagonizes dealers, who take it for granted, and suspect 
competitors are receiving greater allowances. 


12. Continually growing more troublesome to manufacturers and 
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TO GET TO THE 
HIGH MAN ON 
THE TOTEM POLE... 


GET IN THE TRIB!* 


* The TRIB reaches a higher concentration of 
high-income families than any other New 
York newspaper... the high-income families 
who buy twice as much of most advertised 
merchandise as the low-income group. 

Get the top of the New York market... 
get more sales results per dollar of advertising 
... get in the TRIB! 


NEW YORK 


Herald Tribune 


230 West 41st Street, New York 36, N. Y. 
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Who Abuses Co-op Funds? 


The retailer abuses co-op funds. 

The distributor abuses co-op funds. 

The media salesman helps both to 
abuse co-op funds. 

Of all the parties concerned, by and 
large, the one who is most guilty of 
abusing co-op funds is the retailer. It does 
not follow that all retailers are guilty of 
this practice. Many are scrupulously hon- 
est in the handling of co-op funds. Others, 
fearful of legal difficulties, never engage 
in abusing funds. Smaller dealers seldom 
engage in it, because they cannot profit 
much from it. 


= The reasons retailers abuse co-op funds 
are many. The first is the profit motive. 
A large dealer, one who conducts a big 
program of advertising, may be able to 
make more money on co-op expenditures 
than on the sale of merchandise. The 
second reason is that one dealer may 
learn that his competitors are abusing 
the funds, and he figures that he would 
be a fool not to follow the same path. 
The third reason may be that when the 
dealer realizes that the manufacturer 
uses co-op funds for purposes other than 
advertising, he, too, wants to get his 
share of the available funds for purposes 
of his own, usually his pocket. 

Criticism of these dealers for abusing 
co-op funds should be limited to the larg- 
er dealers. It should not be leveled 
against the smaller dealers, most of whom 
are inherently honest. 


s The average manufacturer finds that 
less than half of his dealers use his co-op 
advertising. Of those using it, his largest 
dealers, sometimes as few as a couple of 
hundred, account for the bulk of his sales, 
and use the bulk of his co-op funds. It 
is these few dealers, involved in big ad- 
vertising expenditures, who find it profit- 
able to “beat the fund.” The smaller 
dealers, who spend little if any money in 
advertising, have little reason to engage 
in the activity. They are not guilty of the 
practice, and should not share in the 
criticism. 

On the other hand, the smaller dealers 
who do not advertise because they can- 
not afford to spend their share of the co- 
op advertising costs, are committing eco- 
nomic suicide by helping to make the big 
dealers bigger. In not asking for and 
utilizing the co-op funds to which they 
are entitled, they help these funds find 
their way into the hands of the bigger 
dealers, who use them, abuse them and 
emerge bigger than ever. 


Distributors Can Go Awry 
The distributor abuses co-op funds. In 
most cases, the distributor contributes to 


the co-op fund, and feels that part of the 
money is his. Whether he contributes or 
not, the funds usually are his to control, 
subject to the manufacturer’s approval. 
Most distributors administer the funds 
with good conscience, and are innocent 
of any criticism. Others, less conscien- 
tious, develop ways and means of abus- 
ing the funds for their own gain. 

An extremely dishonest distributor 
(fortunately, there aren’t too many) may 
go all out in his efforts to abuse the 
fund. One simple method is to submit a 
claim to the manufacturer for an ad run 
by a dealer, and months later to submit 
another claim for the same ad. If the 
manufacturer does not catch it, the dis- 
tributor pockets the money. 


® On occasion a daring distributor may 
go so far as to work with a dealer, inflat- 
ing all figures, and splitting the gain 
with him. A distributor may conduct an 
outing for his dealers, and receive the ap- 
proval of the manufacturer to charge the 
costs to the co-op fund. He may spend 
$100 dollars for meat, but might claim 
in the thousands. Another distributor 
could charge the co-op fund for the prep- 
aration of signs advertising the manufac- 
turer’s product for use in numerous trade 
shows in his territory. He could submit 
photos of each of the shows, with the 
sign in evidence in each. Although his 
claim against the fund would be for a 
number of signs, he could pay for only 
one sign which could be shipped around 
to the different shows. 

These are just a few of the extreme 
methods used by a few unscrupulous dis- 
tributors. Not all of them are guilty of 
abusing co-op funds, and few are guilty 
of such extreme abuses. But distributors 
may be said to be amongst those who 
abuse co-op funds. 


s As for media salesmen, most of those 
who abuse the funds do so only at the re- 
quest of the dealers. A few of them are 
smart enough to develop new techniques, 
and propose them to big dealers for mu- 
tual gain, but most of them just follow 
the lead of the dealer. 

It would seem foolish for a newspaper 
salesman to do this. His aim is to get 
maximum linage for his newspaper. As 
he abuses the fund, part of it goes into 
the dealer’s pocket, and less into linage. 
But in actual practice, he knows that if 
he doesn’t cooperate with the dealer, the 
linage will end up in a competitor’s paper. 

So he finds himself, voluntarily or oth- 
erwise, working with the dealer in abus- 
ing co-op funds, in order to maintain the 
linage in his own paper. This practice, 
of course, is not limited to newspapers— 
all other media salesmen find themselves 
in the same position. 


This is the second of three articles on cooperative advertising by Mr. 
Krugman. The concluding article, detailing how to prevent abuses and how 
to conduct a cooperative program effectively, will appear next week. 


Employe Communications... 


Publications Promote Traffic Safety 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The uninformed are disposed to look 
upon employe publications essentially as 
purveyors of corridor chit-chat. These pa- 
pers are assumed to have no kinship with 
modern economic problems, but to survive 
in a sort of world of their own. The unin- 
formed call them “house organs,” playing 
tunes solely for the uncultured ear. 

Actually the employe publications of the 
country continue to do a massive job in 
talking laudable causes. The savings bond 
campaign gets a constant assist from the 
employe press. Organized charity drives 
can chalk up a lot of income to the com- 


pany publication. Suggestion systems and 
safety are imprinted on the reader’s mind 
month after month. 

In terms of value and significance, 
however, no campaign backstopped by the 
employe publication is able to rival the 
annual traffic awards program, which gets 
its impetus from the national editing body 
called the American Assn. of Industrial 
Editors. For the past three years the asso- 
ciation has sponsored this contest for the 
editors of both internal and external] jour- 
nals, in cooperation with the Allstate In- 
surance Co., American Trucking Assn., 
Automotive Safety Foundation and the 
Esso Safety Foundation. 

Substantial prizes are offered to editors 
in all areas of safety coverage and the 


The Creative Man‘s Corner... 
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Humor in advertising is an ingredient which, like garlic, must be used most 
deftly lest it be remembered, rather than the object it is intended to make 


Here, in this Smirnoff vodka ad, we believe, humor has been used most 
deftly. The photograph, of course, is consummate in its artistry. Its brilliant 
contrast of black against white, its superb composition, the wonderful touch 
of cape and old fashioned revolver—all combine to turn the humor into 


By contrast, we recall a campaign for Canada Dry Quinac which featured 
a Peter Arno-type Englishman storming that he must have Canada Dry Qui- 
nac. Same general idea, but the presentation was not nearly so deft. It was 
like a poorly told funny story—than which nothing can be quite so leaden. 

The copy, too, in this Smirnoff ad reflects fine artistry. The opening re- 
mark, “Let’s not make a federal case out of this,” is exactly suited to the 
humor of the photograph. And we find the selling of Smirnoff on the basis 
of its flavorlessness most convincing and memorable. “It loses itself,” says 
the copy, “in orange juice, tomato juice or any favorite soft drink.” We notice 
the absence of the one-time slogan—‘“Leaves you breathless”—and we recall 
some government edict banning this. We are all against government interven- 
tion, but we feel government intervention this time has actually helped. The 
new pitch, we are confident, is much more compelling than the old. Who likes 
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committee views news articles, features, 
cartoons, photographs and other material. 
Mrs. Ellen W. Van Dusen of the Crouse- 
Hinds Co. Syracuse, N.Y., heads the com- 
mittee this year and nationally-known 
judges in traffic safety and publishing will 
appraise the entries 

The committee suggests that the editor 
can give his readers information about the 
scope and urgency of the traffic safety 
problem and relate its importance to the 
reader’s company and personnel. He can 
inform his readers about safe practices 
for both pedestrians and motorists. And 
he can tell his readers what public offi- 
cials responsible for traffic safety are do- 
ing, planning to do, or failing to do. He can 
suggest how his readers can cooperate 
with and help these officials. 


® The problems of a plant safety director 
are by no means limited to the plant. For 
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years the safety man has been urging cau- 
tion in the home, where most accidents oc- 
cur, and more and more the safety direc- 
tor is training his sights on the mounting 
problem of traffic safety. The mass exodus 
of over-eager workers from the plant gates 
of the nation is resulting in many acci- 
dents. The one-for-the-road-that-isn’t- 
coffee is looked upon favorably, alas, by a 
rising percentage of factory hands. 

In many companies today the employe 
publication actually enjoys a unique posi- 
tion; it is often the sole voice of manage- 
ment, all other avenues to the employe’s 
ear being blocked. Therefore when man- 
agement elects to talk sensibly about mat- 
ters that affect employe welfare, the em- 
ploye is inclined to listen. If the current 
campaign of the American Assn. of In- 
dustrial] Editors can prevent a single death 
on the highway, the drive will have been a 
success, = 
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of TV GUIDE- 


‘7-Day Showcase” for food advertisers : 


Use TV GUIDE and your brand won't linger in the freezer 
or kitchen cabinet. 


Families read—and heed—TV GUIDE every day of the week. 
Thus, your ads on what to buy and what to serve get daily 
review by more than 5,300,000 families. 


To cover the entire nation at the lowest cost per thousand of the 
“Top 10” Magazines .. . or to penetrate any important region 
where you want effective coverage . . . use TV GUIDE. Available 
in any one, or combination of 44 regional editions. 


CIRCULATION NOW 


7-DAY SHOWCASE FOR FOOD 


J _ 


5,300,000 
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Selling the Distributor’s National Brands... 


Advertising Age, May 27, 1957 


Why Sears Is Now a National Advertiser, 
and How Its Retail Promotion Works 


By Fred C. Hecht 
General Retail Merchandising 
Manager, Sears, Roebuck & Co. 


I think you will be interested in know- 
ing, first, why Sears, Roebuck & Co. went 
into national advertising and, second 
(equally important, at least to us) how 
we support national advertising internal- 

Sears’ entry into national advertising 
is part of an evolutionary process. For 
years, our parent organization and store 
management personnel have wondered 
whether national advertising could, or 
should, be part of the Sears picture. Dur- 
ing those years we sat through many 
presentations by national media; we lis- 
tened to people from radio and television; 
we were besieged by agencies large and 
small. Finally, in November °55, we 
decided the time had come to at least ex- 
periment, with the definite aim of deter- 
mining what our possibilites, our proba- 
bilities in national advertising might be. 

In no way, may I state emphatically, is 
Sears following a trend toward national 
advertising. We’re not just joining the 
crowd. Rather, we are testing, learning, 
tasting . . . leaning on experience as we 
go along. 


s In the meantime, how did we get this 
far? Well, I might quote from an address 
recently given before an advertising 
group in Washington, D.C., by our board 
chairman. He pointed out the fundamen- 
tal change that is taking place in the 
national and competitive systems of dis- 
tribution; that producers feel they can 
protect their positions better by playing 
a more decisive role in distribution of 
their lines. Mr. Houser went on to say 
that the advertising effect of this change 
is really an attempt by these producers 
to pre-sell their products as one of the 
several phases in closer integration of 
producer and distributor. This increased 
aggression necessitated a re-evaluation 
of our own advertising efforts and re- 
sulted, in part, in our decision to use na- 
tional magazine advertising. If followed 
that mass media presentation of our own 
national brands, as sold exclusively by 
Sears, could protect our already estab- 
lished position and attract new custom- 


Old-timers in the national advertising field would have rubbed their eyes in 
amazement to discover that a major part in the program of the annual meeting 
of the American Assn. of Advertising Agencies this spring was given over to 
a talk by the general retail merchandise manager of Sears, Roebuck & Co.— 
the giant retailer which conspicuously does not sell the branded merchandise 
made by the clients of Four A’s members. But Sears, now a national advertiser 
itself, had a story to tell of new competition for manufacturers’ brands. The 
Four A’s members found it extremely interesting. if not necessarily reassuring 
from their standpoint: and the talk is presented here in nearly full text because 
it is a frank and clear analysis of the merchandising philosophy and opera- 
tion of the nation’s largest retailing organization. 


ers from the new market strata of higher 
purchasing power. 

We feel national advertising can 
supplement the job done by local 
store promotion. As you know, Sears 
local store advertising is done mostly 
through newspapers and circulars, 
with some local radio and television 
in certain areas. We believe some 
permanent part of our annual expen- 
diture in local media might be better 
spent at the national level to reach 
certain customers in a way local 
media cannot. What final per cent of 
our total advertising budget this will 
take, we are not yet prepared to say. 


s This we do know. National advertising 
lets us present to a great cross-section of 
our consumers our better, exclusive, 
trade-named merchandise, illustrated 
with outside-of-competition features, and 
rounded off with stories of our service 
and guarantee policies. These are copy 
slants, at once “institutional” yet potent, 
all too often neglected at the local level. 

By far the greater portion of our local 
advertising outlay is concentrated on 
traffic-getting, dollar-producing  inser- 
tions. Only occasionally do we think we 
can afford to, or do we actually make the 
move to show top-of-the-line goods lo- 
cally. Yet, with the continually rising 
cost of doing business, we must increas- 
ingly look to selling more and more high- 
er priced, higher grossed merchandise. 
We concluded that a national advertis- 
ing program was one way to provide our 
local stores with a back-drop of quality 
so difficult to portray through day-in, day 
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DOUBLE PURPOSE—Sears spread in Better Homes and Gardens and Life, designed to do 


twofold job of selling Sears’ over-all story and at the same time sell specific mer- 
chandise. 


out local newspaper advertising that, 
rightly or wrongly, has come to be meas- 
ured against the next day’s cash-register 
receipts. 

I must emphasize, however, that 


is New lady Kenmore Washer 


Then we put “hard sell” on the coupon 
in the lower right hand corner, offering 
a Home Modernizing Services booklet. 
Thousands of coupons came in by mail. 
Other thousands were carried to stores 
by customers in person. We had no trou- 
ble identifying our actual prospects. 


® Here (see illustration) is a more typi- 
cal Sears national ad. At first, it may 
look no different from other good appli- 
ance advertising, although we believe it 
contains more selling information than 
most. It is very specific about price, 
which most competitive national adver- 
tising is not. But, significantly, I want to 
stress that this ad not only sells hard on 
a good product, but also tells the Sears 
story to millions who may otherwise nev- 
er have realized that Sears stores carry 
merchandise as beautiful as this Lady 
Kenmore Washer and Dryer—all porce- 
lain, in colors, with numerous work-sav- 


has first full time lint filter! 


sPeciFiCc—Sears national advertising on appliances is “very specific about price,” 
describes products in detail, but also attempts to impress reader with high style of 
Sears appliance line. 


after the many years of Sears pros- 
perity, we can’t and don’t sell news- 
paper advertising short. As of now, 
possibly always, national magazine 
advertising can be only one integral 
part of Sears entire promotional pic- 
ture. In fact, this kind of “back-drop” 
advertising may actually result in 
getting more people interested in our 
newspaper advertising. 


® Perhaps a quick glance at a few of our 
recent ads will be helpful at this point 
in demonstrating how we are achieving 
these objectives. 

This spread illustrated here, which ap- 
peared in Better Homes and Gardens and 
Life, does two jobs. It tells the over-all 
Sears story . . . and it sells specific mer- 
chandise, too. We know that millions of 
readers had no idea that a kitchen like 
this, or a bathroom like this, could be 
installed in toto by their nearby Sears 
Store ... that every step from the first 
nail to the last deail—from the initial 
planning to the final low-cost financing 
—could be arranged in one stop at Sears. 

But when you read the ad, it talks spe- 
cific merchandise. Every item is listed in 
detail, with its brand name. The ad sells 
the tile on the floor, the wallpaper .. . 
everything. 


ing features exclusive at Sears. 

We feel that thousands of prospects 
may not have appreciated this particular 
story up till now because local newspaper 
ads can not be run in beautiful color or 
on slick paper. Were this physically pos- 
sible, it’s questionable whether an indi- 
vidual store would mentally chance the 
insertion. 

And we're especially proud of this price 
statement in Sears national appliance ad- 
vertising: 

“Low Prices! Sears does not es- 
tablish artificially high ‘list’ prices 
in order to allow so-called ‘discount’ 
selling. Sears original prices are low 
prices.” 


We don't consider this the complete 
answer to discount-house competition, but 
we are not hiding our head in the sand. 
We know that millions of families do 
think of the discount house when they 
think of appliances. We believe an honest, 
straightforward statement on the subject 
of discounts is good for Sears, from a 
public relations standpoint, as well as for 
a merchandising reason, 


® Here is another appliance ad, featuring 
Kenmore gas and electric ranges, which 
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Problem: a slight case of astigmatism 


What's that flashing toward you through the 
eery night—four acrobatic motorcyclists driving 
in perfect harmony side by side? 


No. Just the latest innovation of the ‘“men-of- 
tomorrow” designers of the automotive industry— 
dual headlamps. 


And if the sight of dual headlamps mystified 
you when you first saw them, think of the auto- 
motive service manager who suddenly was faced 
with a slight case of astigmatism. 


The sudden public acceptance of dual lamps— 
which are extremely tricky to aim properly— 
caused a lapse in the usually prompt recommenda- 
tions of service groups. 


It wasn’t just a question of customer satisfac- 
tion—but his very safety as well. However, be- 
cause the service manager is a regular reader of 
AUTOMOTIVE NEWS this particular servicing 
problem was readily solved. 


For, as long ago as December 17, 1956, 
AUTOMOTIVE NEWS, in its service section 
carried a complete, and authoritative article which 
spelled out in detail exactly how to aim dual 
headlamps properly. This is another example of 
how AUTOMOTIVE NEWS, because of its time- 


liness, can help solve its readers problems as 
they occur. 


To bring this news every week—while it still 
is news—to 44,000 paid subscribers*—takes 14 
experienced full-time editors and 106 on-the-spot 
correspondents constantly in touch with manu- 
facturers, dealers, field representatives and serv- 
ice men, 


Little wonder then that through its 32 years 
of publishing, AUTOMOTIVE NEWS has come 
to be regarded by these men as their Newspaper 
of the Industry. Discover yourself the difference 
in interest your own sales story generates among 
automotive men when you place it with their 
must reading publications. 


Keeps you in FRONT of the fast moving automotive industry. 


* . 
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Why not get the complete story on how 
AUTOMOTIVE NEWS has boosted the sale of 
other auto products—and perhaps may do the 
same for yours — simply ask your nearest 
AUTOMOTIVE NEWS representative to call, 
at your convenience. 

*86% of whom annually rencw their subscriptions at 


the regular $8 rate. They are offered no premiums, cut 
rates, or special inducements. 


* * * 


NEW YORK: Edward Kruspak, Ray Billingham, Howard 
E. Bradley, Murray Hill 7-6871. 


CHICAGO: J. Goldstein, William H. Gallagher, State 
2-6273. 


DETROIT: R. L. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495. 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303. 
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follows the same copy policies [not Te- 
produced]. We feel we do a pretty com- 
plete selling job in the copy. It follows 
our fundamental objectives by providing 
enough information to convince the wom- 
an who is considering a new range that 
Sears is the place to go to get her range, 
whether it be gas or electric, whether 
she is a regular Sears customer or not. 
Of course, we hope that this kind of ad- 
vertising will reach many who are not 
our regular customers. We sell the com- 
pany as well as the merchandise. We 
mention Sears’ “easy payment plan” 
credit facilities. We offer these reassur- 
ing facts about our service in every Sears 
appliance ad: 


s “Sears appliances are built to the high- 
est standards. You may never need serv- 
ice or repair, but if you do, our nation- 
wide service is as close as your phone: 
6,000 factory-trained men in over 1,000 
locations assure prompt service wherever 
you live, wherever you move. Sears serv- 
ice, free during the appliance guarantee 
period, is always available throughout 
the life of your Sears appliance. Rates are 
reasonable. Work is fully guaranteed.” 

Now this ad [not reproduced] mainly 
sells lawn mowers yet the lower 
third of it is a purely retail presentation 
of many other items of interest to lawn 
mower prospects. Under the sub-heading, 
“Sears is Every Good Gardener’s Good 
Neighbor,” this ad talks about everything 
from grass seed to garden shovels. It of- 
fers rose bushes at $1.50; a rubber hose, 
50 feet, for $6.95. Everything you see 
leaning against the fence—and the fence 
itself for that matter—is specifically “for 
sale” in this ad! 


® So far you've just seen ads on Sears 
hard lines. Hard lines have traditionally 
peen one of Sears’ greatest strengths, but 
our larger stores right now are compet- 
ing directly with big department stores, 
so it makes sense to have our soft lines 
in our national advertising program, too. 

Here’s a promotion on bedroom en- 
sembles [see illustration]. With Sears ex- 
clusive Lazy Daisy pattern, a woman can 
re-do her bedroom from bedcovers to 
draperies to blankets, sheets and pillow 
cases. . . even headboards. . . all match- 
ing! 

And she can follow through with the 
same pattern in the bathroom with Lazy 
Daisy shower curtains, towels, bath mat, 
even washcloths. So you see this is not a 
single manufacturer’s ad, but a coordinat- 
ed grouping of products of a number of 
different manufacturers, all made for and 
coordinated by Sears. In the colorful 
pages of Better Homes and Gardens it’s 
exclusively a Sears story. 

Incidentally, you can buy everything 
else in this ad: end tables, lamps, pic- 


tures, the rug. Women have been known 
to tear out our ad pictures, walk into a 
store and order everything in the room 


a washable 
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ensembles from Sears! 
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FULL LINE—In soft goods promotion, Sears stresses style and ensemble selling. Every- 
thing in the ad (except the models) is for sale by Sears. And the soft goods pattern 
shown can be carried through on all accessories in bedroom and bathroom, if desired. 


illustrated—the works! And, as our agen- 
cy, Cunningham & Walsh, which produced 
these ads, can very well vouch, the model 
must wear a Sears Kerrybrooke dress. 


How Sears Internal 
Communication Functions 

Now that you’ve noted how our ads talk 
to the public, let’s examine how we talk 
to ourselves, in the internal communica- 
tions of Sears. 

You may think we have captive dis- 
tribution, that we have no problems get- 
ting our 700-odd stores to do exactly what 
we want. Let me assure you that such is 
not—and never will be—the case. Sears 
is a great democracy—probably the most 
democratic big business in this great 
country. Each store manager is a strong- 
minded individualist with ideas of his 
own. He’s manager in fact, as well as in 
name, and has to be sold inch by inch. 
While it’s true that in most instances, he 
cannot procure goods off of the Sears res- 
ervation, and must buy from the parent- 
approved sources and styles, any time 
you have as many as 40 departments and 
up to 50,000 items battling for the store 
manager’s attention, you have real com- 
petition. 

Therefore, to really plant any program 
such as this national advertising, we re- 
ally have to get through to our entire 
organization, we must c-0-m-m-u-n-i- 
c-a-t-e with a large “you.” 


s Before we can develop an advertising 
plan or put a pencil on paper, we need 
certain things. 

First we need the merchandise—the 
goods. Shakespeare says “the play’s the 
thing.” In Sears, we still say “the goods 
the thing.” Sears program of merchan- 
dise procurement is called Basic Buying. 
Basic buying simply means a mutually 


understood, working agreement (some 
times a partnership, sometimes stock 
ownership or other financial involvement) 
between Sears and the manufacturer to 
accomplish a maintained level of produc- 
tion. Reduced to simplest terms, this pro- 
duces the best product at the most fa- 
vorable cost, subject to specifications 
approved by Sears buyers and our own 
extensive testing and development lab- 
oratories. 

The second thing we need is a place to 
sell—fitting goods to the space limitations 
of the stores. How many items? What 
depth of coverage? What anticipated 
turnover in various size stores? Once 
we know all this, we’re ready for what we 
call Basic Merchandising—the efficient 
handling of the goods decided upon for 
the area available. Basic merchandising 
closely governs our whole store display 
program within the flexible confines of 
selling space. This is extremely impor- 
tant, because we do 60% of our weekly 
sales in only 12 hours of any given week. 


® The third thing we need is an adver- 
tising plan. 

Our parent merchandise departments 
and retail advertising office formulate 
what we call Basic Advertising, an over- 
all marketing communication from parent 
to field, involving both long and short- 
range advertising and sales planning. Bas- 
ic Advertising selects, from all the lines 
created through Basic Buying and of- 
fered to the stores for stocking through 
Basic Merchandising, those items most 
wanted at a given time. Basic Advertis- 
ing determines the degree of advertising 
for those lines and items by pre-recon- 
ciling their  traffic-and-dollar-volume- 


producing potentials with the advertising 
ability of stores or divisions in various 
volume classifications, with varying ad- 
vertising notes. 


RELEASED 


Tl WEEKS 45 Se aah, 
AHEAD OF MONTH cpiee Va ieen 


PLANNED © 


Advertising Age, May 27, 1957 


Our first move in Basic Advertising 
is long-range planning. Because we plan 
two six-month seasons, Spring-Summer 
and Fall-Winter, the seasonal Sales Pro- 
motion Calendar is the first step. We 
construct this calendar from all the usual] 
sources: studies of Sears past performe- 
ances, industry and competitive figures 
Federal Reserve and Department of Come 
merce data, etc. We develop promotion# 
opportunities based on shopping habit 
the season, the money market, availabil 
ity of goods and our own company’s 
planned objectives. We talk over probe 
lems and suggest solutions. Then we suB 
mit rough drafts to about 60 representa 
tive stores to get their suggestions an€ 
approval. Here we are principally at¢ 
tempting to schedule and plan storewid@ 
promotional opportunities and dates. 

Next we meet with parent sales man- 
agers of our various merchandise depart- 
ments to determine promotions for indi- 
vidual store selling divisions. After these 
sessions, there’s still a lot of unscram- 
bling to do before we can come up with 
the final Retail Sales Promotion Calen- 
dar for the season, with firm dates and 
by scheduled participation by most divi- 
sions in each of the six months. Most 
importantly, under Basic Advertising, the 
merchandise to be sold seeks the best 
time to sell, rather than the time seekin 
the merchandise. 

When sales managers of parent me 
chandise departments receive the fina 
ized promotional calendar as shown in tl 
illustration they use these to complet 
their own six-month Basic Advertisin 
Sales Plans. For each of the 40 merchan 
dise departments or divisions, plans a 
developed to give stores a month-by 
month merchandise-advertising guide fo 
the season, yet one that is flexible. 

This long-range planning helps thr 
parent merchandise departments to keep 
their programs realistic and causes the 
to promote items just ahead of the ~— 
selling season. It benefits the stores by 
helping them plan their sales and inven- 
tories better, to obtain better profits be- 
cause of fewer markdowns. 

These long range six-month Basic Ad- 
vertising Plans containing specific mer- 
chandise marketing information are re- 
leased to stores about three months aheac 
of the season. [Figure 5]. For example 
we completed our Fall, 1957, Basic Ac 
vertising Long Range Plans in Februar 
for release to the field May first. 


# Our next step in Basic Advertisin; 
Planning is the short-range plan. We ca 
this [Figure 6] the “Combo”—a camnanel 
tion of sales planning and merchandise 
offerings in one mailing. It contains Bas: 
ic Advertising Plans for one month, ver: 
much particularized as to merchandise 
weeks and event coordination. In addi 
tion, it presents the merchandise strate 
gies for that month’s special promotiona 
program. I believe Sears is one of the 
few retail organizations to employ thi 
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PROMOTIONAL CALENDAR—Figure 4, above, shows how final- 

ized promotional calendars covering a six-month period 

are distributed to sales managers of parent merchandis- 
ing departments. 


TO sTORES—After parent merchandising managers have 

completed plans for each of the 40 merchandise divisions 

or departments, the long-range basic advertising plans 

for specific divisions, shown in Figure 5 above, go to 
individual stores. 


THE “COMBO”—Figure 6, above, shows the “Combo”—the 
short range combination of sales planning and merchan- 
dising offerings in one mailing which goes to stores. 
It contains basic advertising plans for one month, “very 
much particularized as to merchandise, weeks, and event 
coordination.” A typical book would be about 4” thick. 
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THE IDEAL CONCEPT... 


Should you spend months designing the 
ideal national weekly magazine, there is no 
doubt what your result would be. Your 
brain child would consist of individual 
editions—locally edited—for each of this 
nation’s major markets because in no other 
way could you hold your total audience 
week in and week out and, in addition, 
provide advertisers with much-needed 
market-by-market flexibility. 


You would deliver this ideal magazine 
to millions of readers on Sunday 
mornings, when the whole family can 
devote maximum attention to its contents. 


This dream magazine of many editions— 
really a network of Sunday newspaper 
magazines— would need a single name — 
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preferably a familiar word, a significant 
and meaningful word—one which 
reflected dignity, character and prestige. 


There is one name which appropriately 
delivers the connotation of this ideal 
concept of magazine publishing and does 
it so well that there wouldn’t even be a 
second choice. That name is SUNDAY. 


As 17,500,000 copies of SUNDAY roll off the 
presses of the nation’s leading newspapers 
on May 26th, we bring to full realization a 
publishing dream—a dream shared 
by the nation’s leading advertisers and 
agencies—the superior magazine facility. 


Charles T. Kline, President, 
Metropolitan Sunday Newspapers, Inc. 
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Sunday. 


Sunday 
Sunday 
Sunday 


Sunday 
Sunday 
Sunday 


the newspaper’s own magazine 
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Over 17,000,000 ABC Circulation 


Sunday -owned, edited and published by- 


Baltimore Sun 

Boston Globe 

Boston Herald 

Buffalo Courier-Express 
Chicago Sun-Times 
Chicago Tribune 
Cincinnati Enquirer 
Cleveland Plain Dealer 
Columbus Dispatch 
Denver Post 

Des Moines Register 


Detroit Free Press Philadelphia Inquirer 
Detroit News Phoenix Arizona Republic 
Houston Chronicle Pittsburgh Press 
Indianapolis Star Providence Journal 

Los Angeles Times St. Louis Globe-Democrat 
Milwaukee Journal St. Louis Post-Dispatch 
Minneapolis Tribune St. Paul Pioneer Press 
New Orleans Times-Pic.& States Seattle Times 

New York Herald Tribune Springfield Republican 
New York News Syracuse Post-Standard 
Newark News Washington Star 


Greatest local coverage of any national medium. 


Highest adult readership of any magazine. 


Flexibility of insertion dates, markets, size, content 


of ads, local dealer listings. 


17,706,684 circulation — over 35,000,000 readers. 


Reaches 40% of U.S. families every week. 


Local newspaper appeal in magazine format. 


Sunday National ads in an atmosphere of “buy it now.” 


Sunday The newspaper magazine with unlimited opportunity 
for local tie-in advertising and merchandising. 


Sunday All-family audience Sunday morning — when TV 


is at lowest ebb. 


Sunday Only $3.08 per thousand circulation for 4-color 
page. You save 20% or more over the card rate of 
individual Metro papers when you buy SUNDAY. 


METROPOLITAN SUNDAY NEWSPAPERS, INC. 


Publisher-owned sales organization for Metro Sunday Magazine Network and Metro Sunday Comics Network 


260 Madison Avenue 
CHICAGO + DETROIT 


New York 16, N. Y. MUrray Hill 9-8200 


SAN FRANCISCO + LOS ANGELES 
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LAYOUT BOOKS—Shown in Figure 7, above, are typical 
monthly layout books, containing somewhere between 
275 and 350 complete ads. They can be used as is, or 
changed in any way, making use of the complete mat 


type of comprehensive sales communica- 
tion. The “Combo,” which is parent’s 
main channel of Basic Advertising or 
marketing communication with the field, 
arrives in the retail stores about 11 weeks 
ahead of the beginning of a given month. 
In addition to guiding stores in what to 
promote from their regular line of goods, 
and when to promote, it offers specials, 
late market items and other new goods 
they can order from parent. 

Each month we produce one of these 
layout books [Figure 7] together with 
the mat service our stores need to produce 
their ads locally. A typical one of these 
monthly layout books contains from 275 
to 350 individual ads. These ads may be 
run exactly as they appear in this book, 
or they may be changed through the use 
of our stores’ complete mat service li- 
brary to fit them to the store’s own plan- 
ning and the local competitive situation. 
Each month this book of layouts reflects 
the long-range planning of Basic Adver- 
tising made possible through Basic Buy- 
ing and Basic Merchandising, brought into 
sharp focus and translated in terms of 
working ads designed to sell goods across 
the counters of our retail stores. In a 
year’s time, just for example, twelve of 
these layout book editions used up over 
72 tons of paper. 


® Even with this kind of tonnage, our 
mat service is highly flexible. Following 
Basic Advertising recommendations, 
stores can run ads as suggested or change 
them with minimum effort. It is a stand- 
sardized, yet not regimented, system which 
allows stores to merchandise and price 
locally. Further, it holds to a minimum 
the advertising talent, time and cost re- 
quired in retail stores. They pay on a pro 
rata basis for this syndicated service, less 
than 4% of their total advertising expen- 
diture. 

Our advertising service offers stores 
several other aids. We produce special 
ads with specific distributions on late 
market items, specially purchased mer- 
chandise, price breaks, or whatever the 
unforeseen occasion is. Also, we supply a 
monthly radio commercial service, as well 
as a tv flip card service and periodic 
filmed tv commercials on selected items 
or promotions. 

Of course, in addition to Basic Adver- 
tising, there must be well-informed sales 
people on the job, so Sears parent organ- 
ization invests hundreds of thousands of 
dollars in sales training aids like those 
shown in Figure 8. These may be mimeo- 
graphed releases or booklets on selling 
techniques and methods. They may be 
recorded sales situations or complete 
training films. Our parent organization 
invests more than a million dollars an- 
nually for sales stimulation, contests and 
training campaigns of this sort. 


s Our office follows through on every- 
thing from complete storewide programs, 
like our big 9-day Sears’ Days and An- 


service library available to individual stores. The cost to 
stores of this service is reported to be less than 40% of 
the store’s advertising appropriation. 


niversary sales, to promotions for groups 
of divisions, promotions for single divi- 
sions, for single lines of goods, even for 
single items, with sales promotion kits 
like these few samples or examples shown 
in Figure 9. 

* ca & 

Well, that’s a lot of internal communi- 
cation in anybody’s league—and, inci- 
dentally, a lot of external communication 
from me! 

And here’s where national advertising 
fits into our internal communications. 
While it is far too early to comment on 
actual sales results of our national ad- 
vertising program, its immediate effect 
has been to inspire and enthuse our store 
personnel. Our people are proud of the 
ads. They feel extra confidence in selling 
the nationally-advertised numbers in par- 
ticular, and the nationally advertised 
trade names in general. Thus, while we 
hope or know or feel that our advertising 
has external impact upon the consumer, 
we have much more concrete evidence of 
its internal effectiveness. Though the 
voice of national advertising may only 
whisper subtly to our customers, within 
our own walls it seems already to be an 
amplified shout. 


Sears Selling Philosophy 

Lengthy as it must appear, I’ve just 
given a condensed explanation of how 
Sears operates, but I hope I have made 
clear that Sears represents one of two 
parallel methods of distribution. Under 
the more widespread and conventional 
system, with which you gentlemen are 
most familiar because your clients are 
part of it, the large manufacturer decides 
what the public will be offered. Either 
by obligation or for reasons of self-pres- 
ervation, he creates demand for his prod- 
uct through adveftising, merchandising 
and sales promotion. The average retailer 
is thus largely dependent on the manu- 
facturer bringing customers to his store. 

In contrast, Sears philosophy holds that 
the needs of the consumer are better de- 
termined by the distributor of merchan- 
dise. Accordingly, we join with more than 
20,000 smaller manufacturers across the 
country to produce goods to standards 
and specifications that best meet our cus- 
tomers’ needs. Still, like the large manu- 
facturer under the other system, we rec- 
ognize our obligations to suppliers to 
generate through advertising, merchan- 
dising and sales promotion a constant and 
continuous consumer acceptance which 
represents a stable market for their out- 
put. 


= In the early 1900s, when the farmer 
was a separate and distinct market, 
largely isolated, with needs different 
from city consumers, Richard Sears or- 
iginated special selling techniques to cap- 
italize the buying potential of that farm 
market. In this stage of our growth, the 
Sears catalog was the principal medium 
of contact with the consumer. You might 


FOR SALESPEOPLE—A representative group of sales training 
aids is shown above in Figure 8, Annual budget for this 
activity is over $1,000,000. 


call this—the catalog—Sears communica- 
tion phase No. 1. 

In the 1920s, with mechanization stead- 
ily reducing farm population, and with 
automobiles making city sources of sup- 
ply readily accessible to the farmer, mar- 
keting emphasis switched to the rapidly 
expanding urban market, and Sears, un- 
der General Wood’s brilliant visualiza- 
tion, entered into store retailing—subur- 
ban parking lot store retailing—in a 
major way. Since then, Sears has depend- 
ed largely on the daily newspaper, the 
traditional medium of other retailers, to 
bring customers into its stores; mean- 
while letting the catalog play its indis- 
pensable role in the mail-order and tele- 
phone-order part of the business. This 
—the newspaper—is or was Sears commu- 
nication phase No. 2. 


= Now we are entering the third major 
stage of our development—the Theodore 
Houser era of Sears’ own national brand 
leadership, with the company assuming a 
clearer national image. To aid in achiev- 
ing this result, our venture into national 


G. D. Crain Jr. Says... 


SPECIAL ITEMS—Figure 9, above, shows some of the special- 
ized promotion kits produced for individual lines or 


products. 


media, principally national magazines, is 
frankly experimental, as I have said. We 
are feeling our way, slowly and cautious- 
ly, and we're attempting by every means 
to evaluate the returns. As a result of our 
over-all methods to date, our customers 
expressed approval last year in the form 
of more than $3% billion in purchases. 
But it is part of our philosophy never to 
be satisfied or complacent. If national ad- 
vertising can serve our purposes... if it 
cummunicates, we will embrace it read- 
ily and willingly .. . 

Thus we have Sears communication 
phase No. 3—national advertising—not 
replacing catalogs and newspapers, but as 
an addition thereto. 

* ca i 

We recognize that we are operating in 
a dynamic economy; that population is 
growing and shifting; that social change 
is constantly taking place; that adjust- 
ments in living habits are being paral- 
leled by adjustments in buying and sell- 
ing habits. Like you, like your clients, 
we must try to recognize and understand 
these changes before they happen. + 


Are We Doing Enough Abroad? 


Recent discussions of the financial re- 
sults of the operations of Colgate-Palm- 
olive have emphasized the familiar story 
of its great success in building interna- 
tional trade. It pioneeri i in selling its 
products abroad, and today, with local 
manufacturing facilities in many coun- 
tries, supported by consistent and aggres- 
sive advertising programs, it continues to 
dominate to an extent which is reflected 
in its impressive record of sales and earn- 
ings outside the U.S. 

With this kind of background it was 
easy to understand the significance of 
Arthur “Red” Motley’s talk at the recent 
convention of the International Advertis- 
ing Assn. in New York. The publisher. of 
Parade, which is not directly concerned 
with foreign sales, has been active per- 
sonally through his work with the Depart- 
ment of Commerce and trips abroad to 
consult with sales executives of foreign 
countries, so that he may be regarded as 
an informed but disinterested observer of 
U.S. international trade activities. 


s Mr. Motley feels that most American 
companies, even though appreciating the 
importance of foreign trade, have not 
adopted sufficiently aggressive marketing 
policies in this area. These should include 
both the upgrading of personnel charged 
with overseas sales, and the appropria- 
tion of sufficient funds to do an advertis- 
ing job comparable with what is consid- 


ered necessary and desirable for the dom- 
estic market. 

His idea is that those responsible for 
selling and advertising abroad, whether 
this is done through direct export or 
through manufacturing in foreign coun- 
tries, should be given a much higher rank 
in the echelon of management, and thus 
be able to play a more important role in 
the formulation of policies looking to- 
ward a continued expansion of business 
with other countries. 

The IAA presented a report at its con- 
vention showing that U.S. companies are 
spending almost half a billion dollars a 
year for advertising and promotion of in- 
ternational sales, but the percentage of 
sales allocated for this kind of advertis- 
ing is usually, Mr. Motley commented, be- 
low the normal budgets set up for promo- 
tion in the U.S. 

Some companies, it is true, are using 
the “task method” of determining what is 
needed to do an adequate advertising job 
abroad, but even here there are general 
policies as to advertising expenditures 
which must be respected. Since most com- 
panies use the percentage-of-sales meth- 
od, it is evident that in most cases they 
feel either that it costs less to advertise 
abroad or that competition is not suffi- 
ciently aggressive to require larger ex- 
penditures of this kind. 


s With foreign sales, including both ex- 
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ports and business handled through over- 
seas subsidiaries, increasing steadily, and 
with more companies like Procter & Gam- 
ble stepping up their foreign sales activi- 
ties, it would seem reasonable to expect a 
considerable increase in the amounts 
made available to build demand and es- 
tablish brand preference among foreign 
buyers through advertising. 

The long established business press 
which serves export advertisers continues 
to be used by most companies selling 
abroad, and it is especially useful for the 
company which is just getting its feet wet 
in foreign markets. Through these publi- 
cations, printed both in English and other 
languages, the advertiser can reach dis- 
tributors and dealers, as well as consum- 
ers in many trade and industrial fields. 

Then the excellent media published in 


the United States for circulation abroad, 
as well as those which like Reader’s Di- 
gest publish local editions in foreign coun- 
tries in the native languages, provide cov- 
erage of key people in many parts of the 
world. In addition, of course, are all the 
local media abroad, including newspapers, 
magazines and radio and tv stations, 
which companies having foreign manu- 
facturing operations generally rely on for 
concentrated local coverage. 

In short, comprehensive advertising fa- 
cilities for worldwide market develop- 
ment work are available, and through the 
services of U.S. advertising agencies with 
foreign offices or affiliates American 
manufacturers can readily establish con- 
tact with their overseas markets in as few 
or as many countries as they are inter- 
ested in. + 


Where Advertising Agencies Get Their Income 


ON MEDIA 


be 73.2% COMMISSIONS 


SALES OF ADVERTISING 
MATERIALS & SERVICES 


SERVICE FEES & 
OTHER RECEIPTS 
11.5% 


—Bureau of the Census Figures for 1954 


Looking at Radio and Television... 


Iced Tea TV: a New Formula 


By The Eye and Ear Man 

For many years, since the beginning of 
television, the programming has been 
based on a 52-week pattern. The live 
shows, quizzes, variety, drama, all go on 
with slight summertime variations such 
as a change of emcee or a slightly re- 
duced scope. The film shows repeat. 

A few notable exceptions, led by “I 
Love Lucy,” have taken a complete sum- 
mer vacation on the ground that the 
longevity of the show may be affected, 
despite the fact that it is possible to 
prove statistically that repeats at a low 
cost ($15,000 or less per episode) main- 
tain a substantial percentage of audience 
and keep a good cost per thousand homes 
delivered. 

In general, shows that do not repeat 
in the summer run their repeats at the 
low peaks of the season, generally in 
May and June or during the Christmas 
holidays. The running of repeats has be- 
come entrenched as an economic neces- 
sity, since the producers rarely break 
even on first runs in spite of all-time 
high prices. 


@ The irregularly scheduled shows have 
been in some instances getting very high 
ratings—“Cinderella” and “Jack and the 
Beanstalk” in particular. When a Bob 
Hope, Dinah Shore, or Jerry Lewis comes 
on, the same thing happens: ratings upset 
normally dominant programs. It is pos- 
sible to piece all this information to- 
gether and come up with a realistic plan 
for future programs. 

To do a really top half-hour program 


with all the trimmings costs about $70,- 
000. This is comedy, good drama, mystery, 
musical, or variety. Westerns and run-of- 
the-mill family comedies or non-star an- 
thologies still come in at $35,000-$40,000 
for a nice mediocre show written to for- 
mula. Even with repeats as low as $20,- 
000, the end figure would still have to be 
around $3,000,000, a year for programs. 
This makes the yearly time and talent 
figure better than $6,000,000, a whopping 
big sum for any advertiser to be com- 
mitted to for a year. 

This year a flock of experimental sum- 
mer programs will appear at an average 
cost of $25,000. Included will be “Richard 
Diamond,” “Those Whiting Girls,” “Meet 
McGraw” and “Date with the Angels.” 
(The latter two are sold for the fall.) The 
purpose of these summer series is to try 
to develop a show that is good enough to 
go in the winter. This means that the 
producer has 13 pilot films, instead of 
one, at very little more than it would 
cost him to do a single pilot. In addition, 
he gets top nighttime exposure, and still 
owns his negatives—giving him a chance 
to recoup his losses by selling them in 
syndication or in afternoon strips, 5-5:30 
p.m., EDT, Monday through Friday on 
NBC, for example. 


® Because of topsy-turvy daylight saving 
time, the peak listening season is now 
October through March—six months. 
From then on, no matter how ingenious 
the programs are, sets in use—particular- 
ly in the earlier hours of the evening— 
are sharply down. This means that the 


cost of reaching an audience must rise 
unless program prices are down. For 13 
weeks during the summer cycle they are, 
but for 13 other weeks outside the peak 
listening season, winter prices prevail. 
By negotiating a long-range deal for a 
series of 26 top films, it is possible to get 
even over-worked stars to put their en- 
ergies into 26 the first year, 20 the sec- 
ond, and 10 the third, interspersing re- 
peats in the last two years. Add to this 
an experimental show that runs 26 times 
in the daylight saving time months for 
$25,000, and the end yearly figure comes 
to a little over $2,000,000 a year for talent. 
The advantages of this summer setup 
are many: prices are in balance with sets 
in use; a new show is being presented 
which may have a chance to be a future 
hit; and the audience has a chance at the 
fresh, change of pace programming that 
saves the big leaguer for the prime times. 
Why would a producer sell a show for 
26 weeks for $25,000 a week, which is 
$10,000 below the market price? The pri- 
mary reason is that he has a pilot film 
which he thinks will be a hit, but nobody 
has bought it. It is a liability and nobody 
knows whether it will go or not until it 
gets a fair showing. The producer also 
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knows that 13 shows are not enough to 
syndicate, but 26 may be enough to fill 
in some other incomplete series he has. 


s By getting the star, the studio, the 
writers and the producer to take a chance 
with him, the bankroller for the series 
may be able to bring the series in at close 
to budget. With intelligent planning, he 
may be able to hold his losses down to 
$100,000, but he would still come out with 
ownership of 26 films and his gamble of 
getting that back is pretty good. 

It may well be that the prices of the 
winter show can be scaled down and the 
summer show scaled up, but the yearly 
saving would be a constant. The purpose 
of all this is to keep nighttime quality up 
in the most competitive time of the sea- 
son and to give new programs a chance 
to develop at a time when the calculated 
risk of a radical program departure is 
possible. 

The above formula may not be accepted 
in television, but it is well worth consid- 
eration. The purpose of this continued 
questioning of established patterns of 
television is to probe and probe until we 
have found a way to keep tv costs in line 
and keep maximum audience interest. + 
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DRAWTHINKS,, 


The COPYWRITER'S Art Course 


When to put your thumbs down 


Look at your thumbs. Put them down here and practice these easy- 
to-do “thumb people,” “thumb animals” and “thumb things.” 


Vary Position 
3 Compose a Few 


Outline 
Nn new KING SHOES 
XE Sa, on 
0% 


Taste: edge 


atte, 
“do 


DRAWTHINISS Work. 
FOR NOU... TRY SOME. 


YL 


(Based on a suggestion for the thumb dog by Emil 
J. Klumpp, Chicago, president, The Headliners Inc.) 


NEyT LESSON :” YOUR VERSATILE THUMB” 
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23 great newspapers can help 


you sell with this 
$250,000 research job 


Get the 1957 Consolidated Consumer Analysis— 
product use, brand position and trends 


The 12th annual edition of The Consolidated Consumer 
Analysis brings you a nation-wide picture of shopping 
habits with 23 market comparisons in 125 different 
product classifications and thousands of brands, a three- 
year trend in product use and 1957 median product use. 


FOOD PRODUCTS: All-purpose shortening, 
baby foods, bacon, coffee, cake mix, 
pancake and waffle mix, dog food, 
flour, frozen foods (beef, chicken 
and turkey pies; fruit, berry and 
cream pies; vegetables; fish sticks), 
frozen orange juice, margarine, 
soda crackers, tuna fish. 


SOAPS, ALLIED PRODUCTS: Bleaching fluid 
and powder; laundry starch, scour- 
ing cleansers; soaps and cleaning 


— TS A A LS A | 


SUBJECTS 


agents for dishes, fine fabrics, laun- 
dry, walls and woodwork; floor wax. 


DRUGS, TOILETRIES: Antacids, deodorant, 
facial cream, facial tissues, hair 
spray, hair tonic and dressing, hand 
cream, hand lotion, lipstick, head- 
ache remedies, home permanent 
waves, shampoo, electric shavers, 
shaving cream, tooth paste, toilet 
articles in grocery stores. 


This 130-page digest also includes basic data on popu- 
lation, households, income, retail sales and newspaper 
circulation—including data on two new members of the 
Consolidated group—the Denver Post and Wichita Eagle. 


COVERED 
BEVERAGES: Beer, wine, soft drinks. 


MISCELLANEOUS: When most groceries 
are bought, housewives working, 
family income, composition of 
family, shoes, girdles, brassieres, 
cigarets, paper towels, paper nap- 
kins, toilet tissue, aluminum foil, 
air line travel, vacation plans, out- 
board motors. 


AUTOMOTIVE: Automobile ownership; 
plans to buy in 1957, new and used, 
by make; own second car; gasoline, 
motor oil, tires. 


HOME APPLIANCES: Washing machines 
and dryers, dishwashers, refriger- 
ators, food freezers, power mowers, 
cooking utensil preference by type 
of material, home owners, painting 
done in 1956, carpets, rugs and 
sheets bought in 1956. 


Get your copy from one of these newspapers or their representatives 


Chicago Daily News 
Cincinnati Times-Star 
The Columbus Dispatch-Ohio State Journal 
Denver Post 
Duluth Herald and News-Tribune 
The Fresno Bee 
Honolulu Star-Bulletin 
The Indianapolis Star and News 


Long Beach Independent and Press-Telegram 

The Milwaukee Journal 

The Modesto Bee 
Newark News 
The Omaha World-Herald 
Oregon Journal (Portland) 
Phoenix Republic and Gazette 

Portland (Me.) Press Herald-Evening Express 


The Sacramento Bee 


The Salt Lake City Tribune 
and Deseret News 


The San Jose Mercury and News 
The Seattle Times 
St. Paul Dispatch and Pioneer Press 
The Washington Star 


Wichita Eagle 
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British Set Makers Warned: Don’t Ruin 
Market with Premature Color TV—a la U.S, Stanley said: 


Lonpon, May 21—The British 
television industry has been 
warned to keep color tv under 
wraps if it wants to avoid the 
market “collapse” that has oc- 
curred in the U. S. 

The warning came from C. O. 
Stanley, chairman of Pye Ltd., 
one of the leading tv set manu- 


facturers here. Mr. Stanley has 
just returned from a visit to 
America. 


Reporting on the state of the 
American tv industry, Mr. Stan- 
ley made these points: 


FREE-LANCE TV COMM’LS 
GET THERE FAST! 
No break-in with writer who has 
delivered for General Foods, P & G, 
other majors. Phone NYC MO 3-6162 
KEENER COMMERCIALS 
70 Morningside Drive, New York 27 


e Color tv led to the “collapse of 


| the market.” 
' 


|e A number of manufacturers are 
| in serious trouble. 


e The quality of RCA’s compat- 
ible system is “bad.” 


e Americans refuse to pay more 
than $300 for a color set, “what- 


ever inducements” may be of-| 
fered. 
Mr. Stanley reported that the 


profit margin on b&w sets has 
“completely disappeared,” with 
the result that “a great many com- 
| panies were being talked about as 
being in a very difficult situation.” 


. Mr. Stanley said color tv “un- 
doubtedly” produced the “collapse 
|of the market,” but he also cited 
lanother factor: “Incorrect han- 
|dling of portable television sets.” 
Americans, he commented, “have 


a habit of over-producing.” 
| Continuing his analysis, Mr. 


“This was followed by compa- 
be with multiple interests de- 
|ciding to come out of television— 
companies such as Columbia and 
Raytheon. 

| “Obviously they had to dispose 
| of their stocks, which they did at 
very low prices; this quickly 
brought the price level of the 
standard b&w receiver down by 
as much as 25% to 30%. 

| “Immediately the big companies 
with very large stocks of b&w re- 
ceivers were placed in an unten- 
able position, and they quickly 
threw their stocks onto the market 
as distress merchandise. 


a “While this was going on, RCA 
|was pumping everything it could 
into propaganda on color televi- 
sion and its network outlet, NBC, 
|was putting out three hours of 
|color programs a day. The result 
jwas that intending purchasers, 
|\persuaded that color 


| was just around the corner, would 
jonly buy the very cheapest b&w 
sets. 

“Very quickly a new low level 
of about $160 for a b&w receiver 
|was established. It then became 
‘clear that in a short time the pub- 
| lic would be prepared to pay only 
|about 10% more for a color tele- 


vision receiver than for a b&w | 


one. Thus the price they were 
| prepared to pay was under $200, 
| while the market price of a color 
receiver was $500. 

“A situation has now arisen in 
which there is virtually only one 
manufacturer in 
RCA—which has made 
|color sets in the past year. Three 
years ago, Gen. Sarnoff budgeted 
for an annual production of color 
lreceivers during this period of 
more than 6,000,000. 


= “It is not necessary that I go 
into detail for you to appreciate 
|that this is the severest setback 
‘the American television industry 


television' has ever had. Undoubtedly the | 


Get Set for Real Business 


Get down to facts. MICHIGAN FARMER is the magazine 
that brings full-scale sales action. It’s the one 9 out of 


10 Michigan farm families want . . . pay for. . 
cover to cover. MIcHIG 
best suited to Michigan agriculture, carries the vital 


state farm news. 


Michigan farmers market a greater variety of prod- 
ucts than those in any other state. So, here’s unmatched 
steadiness in farm income. And it’s big. Michigan is a 
top-third state in farm income. 

Get the facts, too, on other high, steady income 
states—covered by THE OHIO FARMER and PENNSYL- 
VANIA FARMER. All 3 publications are 4-color gravure 
printed to save you plate costs, issued twice monthly. 
Write to 1010 Rockwell Avenue, Cleveland 14, Ohio. 


. read, 
AN FARMER picks the practices 


CSTE HEHEHE ROE TEP Oooo e 


me 6©Michigan Farmer 


EAST LANSING, 


MICHIGAN 


THE OHIO FARMER, Cleveland 


PENNSYLVANIA FARMER, Horrisburg 


the market—| 
102,000 | 
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zippy—Crossed fingers aid a four 
leaf clover bandage to illustrate 
Johnson & Johnson’s latest designs 
in its appeal to youth with color- 
ful Band-Aids. The new Strips and 
Spots Charmers follow J&J’s Stars 
’n’ Strips of last year (AA, Sept. 
17). 


price of a receiver is the impor- 
|tant factor, and the American 
public will almost certainly refuse 
|to pay more than $300 for a color 
|receiver, whatever inducements it 
|;may be offered. That, however, is 
| not the real answer. 

“On investigation it appears 
that people on the color television 
network trying to receive compat- 
ible b&w pictures a long distance 
from the transmitter—disregard- 
|ing the source—find the quality is 
bad. In fact, it has been so bad 
| that affiliates have been forced to 
ask the network to stop sending 
out compatible color, as it was af- 
fecting their audiences. 

“For some stations at a con- 
siderable distance from the net- 
work originator, reception of col- 
or transmissions on a b&w set is 
so bad that the fringe area is 
practically completely removed. 


|@ “It is also quite clear that re- 
|eception of b&w transmissions on 
an existing color set is very in- 
| ferior. 

| “Another aspect has also en- 
tered into the color problem. That 
iis that the expectation of the 
standard of servicing required for 
a color television receiver is far 
above the servicing capacity of the 
country. 

“It is a serious lesson to our in- 
|dustry in this country to stop all 
|the useless propaganda that goes 
|out about color television and for 
| the time being to regard color as 
|a laboratory secret.” + 
| 


You’re in 
good company 
on WGN-RADIO 
Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN’s policy of high 
quality at low cost even more 
attractive to you. 
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Grit advertising lineage 
is up 37.7% in 4 years. 


Grit can sell for you, too! 


If yours is a national consumer product, you want 
your advertising to blanket every market. And to do 
the job right in the nonsuburban small-town mar- 
ket, you need Grit. 

Grit is the national small-town weekly. It de- 
livers 850,000 copies, 599% in towns under 2500. 
Here is America’s least exploited market because it 
is most difficult to reach . . . yet it is responsive and 
rewarding when cultivated. 

And Grit sells! The advertisers who come back 


The postmarks are actual reproductions. 


1952 1953 (1955 1956 


year after year—the documentary reports of the 
annual Grit Reader Surveys—the 4-year 37.7% in- 
crease in advertising lineage—all shout this fact. 

Grit can sell for you, too. A year-round, big-space 
Grit campaign will cost you about $2 per town per 
year for each of the 16,000 small towns Grit covers. 
Grit belongs on your schedule. 


Grit Publishing Co., Williamsport, Pa. « Represented by Scolaro, 
Meeker & Scott in New York, Chicago, Detroit, Philadelphia; and by 
Doyle & Hawley in Los. Angeles and San Francisco 


1882 + 765th Anniversary Year + 1957 
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‘Girls, Cars—-What Do They Advertise?’ ... 
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| dinary office; no work is done on 


Use Art to ‘Seduce’ 
Buyer, Says Savignac 


Posters Should Be 
‘Violent, but Subtle,’ 
Frenchman Tells AA 


By Shirley Ullman 


Cuicaco, May 21—“‘Humoresque, 
with a dash of mystery and seduc- 
tion”—that’s how Raymond Savig- 
nac characterizes his artistic style. 


Saturday or Sunday. 

His studio in Paris has castle- 
high ceilings and is adorned with 
a papier-mache replica of his head 
and his cap made by his private 
cap maker. 

But there his “artistic idiosyn- 
cracies” end. He is reported to be 
one of the best dressed men in 
Paris, and as for drinking: “Occa- 
sionally I have a glass of wine at 
lunch.” 

He loves sports cars, and spoke 
enthusiastically about a number 


|styte for Life. 

He showed the samples to Life, 
cautioning that these were imita- | 
tions and merely would resemble | 
the real Savignac. Life was sold. 

Y&R and Barbara Maxwell John- 
son, M. Savignac’s U.S. representa- of European models. 


‘ A man of slight stature, he tem- 
tive, got together and drew up the | peramentally is typical of the Gal- 
contract (which expires 


next/ lic man. Unpretentious and re- 
month). The Savignac poster Was| served in speaking about his 


RAYMOND SAVIG- 
NAC displays a 
copy of his pur- 
ple cow which 
won awards for 


M. Savignac, the renowned French 
outdoor poster artist, says he likes | 
to seduce people to buy through 
his posters. and his Life crocodile took top hon- 

He also strives to make people | ors that year in the annual outdoor 
with sad or serious faces smile. And | competition. 
he attempts to say the most with 
the fewest number of brush strokes,| s Raymond Savignac was born in 
adapting in his technique the trick | Paris in 1907. He doesn’t talk much 
of a concise speaker—of saying the | of his early life, except to say that 
most with the fewest words. |as a child, he was profoundly im- | 

M. Savignac, still a novice in the | pressed by the vivid-hued outdoor 
English language, spoke to ADVER-| posters which, he says, are as 
TISING AGE via an interpreter in the|characteristic of France as a 
Frenchman. These childhood im- 
pressions endured, and when he 
|chose a profession, he turned his 
artistic talents to the poster, as a| 
type of art that would influence 
people. 

It is the “desire of the street,” 
he says, which really determined 
his career—he wanted to create 
something which would move peo- | 
ple to buy something. Fine arts | 
painting, he feels, is the 


door scene. 
He won his first three national 
awards for the Life posters in 1954, 


“ulti- | 

mate,” but the purpose of his} 
painting is to motivate action on| 
the part of the viewer. 

In 1950 he ascended to fame| 
| with his purple cow. The painting 
| was discovered fortuitously by the | 
“Color can do the work of copy.” | art director of Monsavon, French | 

soap manufacturer. The publicity | 
course of a brief visit. He had| director had bought it two months | 
journeyed here to receive his 10th| before, but had not dared to use it.| 
U.S. outdoor advertising award.|Monsavon immediately put the | 
His poster for Procter & Gamble’s purple cow to work selling soap, | 
Blue Cheer took the second grand | and the poster subsequently won 
national award in the annual out-|the French grand prix d’affiche 
door advertising competition spon-| (grand poster prize). 
sored by the Art Directors’ Club} Among his other posters which 
of Chicago (AA, Jan. 28). have won accolades are Dunlop, 

Labeled by advertising art critics} which shows a man seated, ap-| 
here as the “contemporary Tou-/|parently driving an automobile | 
louse-Lautrec,” M. Savignac is a| (only the driver, the tires and his| 
relative newcomer to the US. | suitcase are visible); the French 
poster panorama. He started his| poster for Perrier soda water 
American career in 1954, when he 
signed an exclusive three-year con- | 


thus implanted in the U.S. out- talents, M. Savignac has a keen 
sense of humor. 


@ One of the most imitated com- 
mercial artists abroad and here, 
he feels that invariably his style 
(but not his ideas) show up. Im- 
itations are usually caricatures of 
the original, he thinks. Artists ei- 
ther imitate or are imitated, he 
says, and he chooses to fall in the 
latter category. 

How does he surmount the ob- 
stacle of an ocean in working with 
American companies for whom he 
does posters? He conceives his ba- 
sic idea in his Paris studio. Then 
sketches and revised drawings 
shuttle across the Atlantic. 


He has visited the U. S. about | 


once each year since his American 
career began, but he complains he 
still hasn’t had time to see much 
of this country. Last month an 


“The sheep are unrealistic.” 


— Be —_ »|exhibition of his work was held | 
L’eau qui fait pschitt” and Dun-|in New York, sponsored by M.|luminated signs. “Of necessity 


it. 

“Then, after the idea has crys- 
talized into a concrete form, the 
artist must put it over in his own 
style.” 


reality to make a poster interest- 
ing. In his Blue Cheer poster, he 


realistic element, and the sheep are 
| unrealistic (since soap ordinarily 
|would not be used to wash a 
sheep). 


To M. Savignac, a poster “should 


shock with curiosity, should be a 
| violent scandal, but must be subtle 
enough to reverberate in the mem- 
ory like the refrain of a song.” 
Color, he insists, can do the work 
of copy. For example, for his noted 
purple cow, he chose the color pur- 
ple “because it is feminine and the 
product, Monsavon au lait, a milk 
soap, is feminine.” 

; Color, original ideas and good 
design should be able to sell the 
product with little aid from copy, 
he says. A poster “is already lost 
if it is not understood by the peo- 
ple who cannot read,” he com- 
mented. 


s In U. S. outdoor advertising, he 
finds too much stress on the slo- 
gan. As a matter of fact, he thinks, 
|the best thing about posters here 
is the copy—perhaps too much of 
a good thing. 

He spoke enthusiastically of il- 


says, and he seeks an idea that | 
will entice the motorist to look at | 


| 


him and sales for 
Monsavon milk 
soap. He selected 
the color, purple, 
to symbolize 


femininity. 
* 
lustrations are ancient.” 

He reasons that realistic illus- 
trations are outmoded, and he 
theorizes that if the product is 
reproduced completely realistical- 
ly, it becomes unreal to the pur- 
chaser. 


M. Savignac endeavors to com- | Here he breaks with a tradi- 
bine elements of reality and un- | tional principle of commercial art 


—to reproduce things as they are 
in detail. Instead, as a fine arts 


explained, the box of soap is the | painter, he tries to create a cer- 


tain mood, using ideas to get the 
message across. 


® One of-the widest differences 
between posters here and in 
France, M. Savignac observes, is 
that to him American products 
seem to be pictured as major 
characters in a novelette or story. 

“The posters keep coming like 
a series of anecdotes.” 

In France, he says, the posters 
must have a more durable, lasting 
quality, because companies do not 
spend as much for advertising. A 
poster is left up longer, and some- 
times is reused later. 

Commenting on attacks made 
on the outdoor industry in the 
U. S., M. Savignac sympathetical- 
ly said the industry faces some- 
what the same problem in France 
—‘‘People think posters obstruct 
their view.” However, he feels 
the whole problem is greatly ex- 
aggerated. 

“When something isn’t pleasing, 
do we eradicate it? Do we kill 
ugly people, or tear down un- 
sightly factories?” 

He deplores the fact that out- 


tract with Young & Rubicam to do 
posters for Y&R clients. 


s Fred S. Serginian, Y&R vp and 
art director, had been struck by 
M. Savignac’s work he saw repro- 
duced in European art publications. 
Mr. Serginian asked some of the 
agency art directors to study the 
style and mood of the Savignac 
posters and guided them in work- 
ing up samples in the Savignac 


lopillo, the captivating little man | Edouard Morot-Sir, cultural coun-|they must be simple; therefore | 
who is half pillow and half mat-| sejor and representative of French | they are effective and well done.” |rather than the way it is done. 
tress. | universities in the U.S. M. Savignac, who as a guest/The solution is best found, he 
| A Savignac poster begins with! in the U. S. is reluctant to criti-|says, not by restricting outdoor 
® Not an example of the artist| the product itself. M. Savignac|cize American outdoor advertis- | permits, but by redoing the out- 
stereotype, who disregards the gets the feel of the product, then/|ing, did say that here he has the door posters in a more pleasing 
usual conventions of society, M.| decides how to make it active— | 
Savignac has few of the habits|“the poster must be the barker | 


feeling that “the same poster | way. 

could be used for all products: One “America is so vast,” he said, 
usually attributed to artists. He! for the product—it must speak for 
works strictly from 9 to 5 in an) itself.” 


sees girls or cars, but what do/|“there is ample room for posters. 
immaculate smock, with a charm- | 


they advertise? |Your landscapes can very well 

“Your products, their packaging | support outdoor posters, which 
ing feminine assistant sitting be-| = The poster also must be an at- 
hind her typewriter as in any or-| traction for automobile riders, he 


door advertising itself is attacked, 


and the copy used to promote|may actually be designed to fit 
them all are modern, but the il-| into the landscapes.” # 


But what do they advertise? ... The poster must be the barker... It should be a violent scandal!” 
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FWG JUNE ADV. LINAGE 


WITH REVENUE UP 29. 5%. 
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FAWCETT WOMEN’S GROUP 


TRUE CONFESSIONS * MOTION PICTURE 
67 WEST 44TH ST... NEW YORK 36.N.Y. 


cricaco DETROIT MIAMI 


LOS ANGELES SAN FRANCISCO 
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Del Monte First to 
Try NBC Radio’s New : : 
|its executives and sales represen- 


Merchandising Plan |tatives in 24 cities about its one- 

| quarter sponsorship of the “News- 

ine a Your, May ni as Rare on-the-Hour” broadcasts starting 

4 aden too coe te te May 20 for 26 weeks in behalf of 

° . Del Mont 

big-order sponsors in briefing re- poll - Aasarses drink pe 

gional distributors in their media P P : h i h 

plans, got its first try-out last get the biggest push in the spon- 
“ sorship. 

The Del 


week. 
| California Packing Corp. staged 
'a closed circuit broadcast to tell 


Monte closed-circuit 


a |mentators Chet Huntley, David 
FA mle Vz Brinkley, Leon Pearson and Mor- 
“] y 4 f gan Beatty. 


|@ Del Monte’s merchandising plans 
Ready frisket that stays down, will not blow | were described by J. H. Allen, di- 
up, easily removed, stays tacky indefinetly,| yisional sales director in New 
extremely transparent, leaves no residue. York; Ross B. Yerby Jr., assistant 

Phone SUperior 7-2006-7 - Samples on request general sales director, merchan- 
SS Artist Materials Inc., 712 North State, Chicago, Wl, | ising; and Lyman C. Dunbar, as- 
sistant general sales director, field 
sales. Matthew J. Culligan, vp in 


PO ompiien | telecast lasted 25 minutes and in- 
\{ EVEREADY F RISKET oar the Seaadahets ba a | 


|charge of NBC Radio, and George 
Graham, director of sales plan- 
ning for NBC, also spoke. 

Del Monte replaced Pontiac in 
the NBC news program slot. Pon- 
tiac had been on three weeks and 
because of an “unprecedented re- 
action” from its dealers, wished to 
extend its sponsorship of the 
broadcasts for a week. Del Monte, 
however, would not delay the start 
of its schedule. McCann-Erickson 
is the agency for Del Monte. + 


Anheuser-Busch Boosts Bien 

Anheuser-Busch, St. Louis, has 
| elected William Bien a vp and with 
responsibility for all sales and ad- 
vertising functions of the brewery 
division, a new post. He formerly 
was general sales manager of the 
| brewery division. 


Donehue Retires from Capper 

| Lee R. Donehue, senior metro- 
_politan representative of House- 
| hold, will retire from Capper Pub- 
lications on June 15. He has spent 
31 years in the New York office. 


Lesser 


Pelphrey 


Stiefel 


Tina Lovise 


GOURMETS—Pictured at the “Buffet de lapin au champagne” (cham- 
pagne-and-rabbit-meat party given by H. F. Pelphrey & Son and 
the American Culinary Federation—AA, May 20) are Tina Louise, 
of the Broadway musical, “Li'l Abner”; David Pelphrey, vp of 


See eee eee eee eeeeeeeeeeeeeeeeeeee 
. 


A new way 
to tell 


a Ladys age 
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Advertising research often turns up 
odd nuggets of information. Take, 
for instance, our recent investiga- 
tion to find women’s preferences 
in furniture. 


We found that the kind of wood 
the ladies preferred—oak, maple, 
walnut and the like—was a dead 
giveaway on their various ages. 
Naturally, we won't publicize the 
facts—but they have an important 
bearing on our client’s advertising. 

Finding facts—then using them 
creatively in advertising to increase 
sales and reduce selling costs—is 
our principal job. It’s a job we'd 
like to do for your company. 


* 


THE BucCHEN COMPANY 


You'll find some helpful facts about 
choosing an advertising agency in our 
booklet, ““Maybe You Need a Specialized 
Agency.” A copy is yours for the asking. 


DAILY NEWS BUILDING, CHICAGO + RANDOLPH 6-9305 


the Pelphrey company, and two 
| execs from Blaine-Thompson 
| Co.: Albert Lee Lesser, president, 
‘and Herbert J. Stiefel, vp of the 
commercial division. 


| 


| 
| 


Ad Division Tops Quota 

| The advertising & publishing 
|division of the Manhattan busi- 
|ness men’s committee for the 
|Greater New York Councils, Boy 
Scouts of America, has exceeded 
its quota of $22,500 in the annual 
| fund drive for Scouting in the met- 
|ropolitan area. Sam M. Ballard, 
| president of Geyer Advertising, is 
| general chairman of the division. 

| Foulke Names Gould President 

| Eugene H. Gould has been elect- 
\ed president of Foulke Agency, 
| Minneapolis, succeeding Robert W. 
|Foulke, who has been named 
| chairman of the board. Mr. Gould, 
|formerly vp, has been an officer 
}and board member 12 years. 
| Charles E. Brown, secretary, treas- 
|urer and an account executive, 
| was elected vp. 


Gratlex Appoints Doyle 

| Rodger P. Doyle has been ap- 
pointed marketing research man- 
ager of Graflex Inc., Rochester, 
N. Y. Mr. Doyle formerly was a 
| member of the marketing research 
|department of Lever Bros. Co. for 
|the past six years. 

| 


You're in 
good company 
on WGN-RADIO 
_ Chicago 


Top-drawer advertisers 
are buying WGN 


Join the nation’s smartest 
time-buyers who select WGN 
for results! 1957 promises 
exciting new programming to 
make WGN's of high 
quality at low cost even more 
attractive to you. 
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Circulation i 


UP 


Monthly Average 


1,061,811 


for the first three months of 1957, 
highest in MECHANIX ILLUSTRATED history 


Advertising 


UP 14.5% 


for the first six months of 1957, 
compared to the same period of last year 


ME CHANIX 
ILLUSTRATED 


THE HOW-TO-DO MAGAZINE 
A FAWCETT PUBLICATION 
67 West 44th Street, New York 36, N. Y. 


CHICAGO ° DETROIT ° LOS ANGELES ° SAN FRANCISCO 


More and more, advertisers are turning to 

MECHANIX ILLUSTRATED to sell the big-buying 
“do-it-yourself” market. For tools, lumber, building 
materials, firearms, ammunition, automobiles, automotive 
accessories, anything for the workshop or home 

(and for mail order products, as well) there are no 
readers as active or receptive as the men who read MI 
every month—and there’s more of them 


today than ever before. 
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American Jersey Cattle Club 
Names Beaumont & Hohman 
The American Jersey Cattle 
Club, Columbus, O., has appointed 
Beaumont & Hohman to handle ad- 
vertising for All-Jersey milk and 
milk products. The account will be 
serviced by the agency’s San Fran- 
cisco office, which is now planning 
the national introduction of All- 
Jersey milk on a market by mar- 
ket basis. The American Jersey 


,Cattle Club is made up of some 
70,000 members in 48 state clubs 
and is administered by a board 
of directors. 

The organization is backing the 
marketing of a new national brand 
of milk and milk products which 
will be sold under the All-Jersey 


| 


trademark. National trade adver- | tising manager for this division. | ponk 


tising announcing the program to | 
the milk industry is scheduled to 
start in July, with consumer ad- 


vertising to begin as distributors 
| are added in the various markets. 


Mott Joins Carnation 
Robert E. Mott Jr. has joined | 
Carnation Co. as assistant adver- 


tising manager for instant prod-| 


ucts. Mark Shackelford is adver- 


|Mr. Mott most recently was with 
Batten, Barton, Durstine & Osborn 
|in Los Angeles and New York. 


Ass 


WHAT 24 


NO DANCING. GIRLS 


ONE OF A SERIES OF 
AT GUILD, BASCOM, AND 


SAN FRANCISCO - 10S ANGELES —-NEW YORK 
22, 


RECURRENT N/GHTMARES 
BONFIGL/ - ADVERTISING 


DID WE GET THAT 
BIG CHEESE ACCOUNT 
??? 


THEYRE EXPECTING 
TO HEAR FRom 
WISCONSIN ON IT 
ANY MINUIE ...- 


HAND 
CHEESE ACCOUNT 


GENTLEMEN.- 
y MusT GET 


AND APPARENTLY 


GUILD . BASCOM, axe BONFIGL! 
OF SAN FRANCISCO SPEND 


LIKE CLIENT 
ENTERTAINMENT.-- 


BACON , AND "REGAL PALE 
ENTERTAINMENT . 


POINT- WITH- PRIDE DEPARTMENT 5 


RECENT SURVEY SHOWS G.B. ANoB.’s 
OUTDOOR BOARD FOR REGAL PALE 


BEER RATED AMONG 20 BEST IN 
RECALL BY NATION'S CONSUMER'S / 


CLIENTS SUCH AS SKIPPY PEANUT 
BUTTER, BEST FOOD'S NUCOA, RALSTON’S 
WHEAT CHEX AND RICE CHEX, 7 RY-KRISP, AND 
INSTANT RALSTON, HARRY AND DAVID’s 
FRUIT-OF-THE-MONTH, MOTHERS CAKES 
AND COOKIES, FARMER JOHN’S HAM 4nd 


BEER CONTINUE 


Jo RATE CREATIVITY ABOVE BUSINESS 


Advertising Age, May 27, 1957 


Nielsen Network TV Ratings 


Two Weeks Ending April 20, 1957 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audience* 

TOTAL HOMES REACHED 


Homes 

Program (000) 

1 1 Love Lucy (General Foods, Procter & Gamble, CBS) .............ccccccceeseeceeee 16,585 

2 ee iy CI, Ge beciericcenctntinscccinatncentliptstticersescesennitingsesen 16,113 

3 Chevy Show—Bob Hope (Chevrolet, NBC) ........:cccccccsssseercseseesenneenenennnrens 15,956 

| 4 Perry Como Show (Several spomsors, NBC) ..........ccccccccsssessesesenseseneseenrsnnenes 15,759 

| § Dospan Brbiin Came FG, GID ccccccccescccccccscccccccsscnccccccescoscccoreccencosesese 14,855 

| 6 _— Steve Allen Show (Participating, NBC) ..........:seccssssssessesesessesesseseenseceeernseveee 14,698 

7 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 14,580 

8 ee CRs GO TI ID sicvtcrctensesiciitesssenittcitntrscssneetncesnesstiinanenaniati 14,384 

o Sire Ge Bae Gs SD eicreneeitenercnsnitsnenrtiigietienses veer sersnenconccrmsecnonsennse 14,384 

10 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .............cccccccssseseereneenennnen 13,991 
PROGRAM POPULARITY+ 

Homes 

Rank Program (%) 

1 | Love Lucy (General Foods, Procter & Gamble, CBS) ............ccccccceeeeeees 43.3 

| 2 Chevy Show—Bob Hope (Chevrolet, NBC) ..........c:c::ccscsssesesenssnsessensensneennnnnene 42.2 

3 a a a eae a 4g 

| 4 Perry Como Show (Several spomsors, NBC) ..........:cccccccseesereseennerereeeneenens 47 

5 December Bride (General Foods, CBS) .............6ccccccccereeees 38.9 

| 6 Steve Allen Show (Participating, NBC) .......cccccssersenseesensnnnenrennrsennennenens 38.7 

| 7 Disneyland (American Motors, American Dairy, Derby Foods, ABC) ............ 38.2 

8 Gendensln Ghonetl B Maer, COED cccccccccsisccsscesesscsccscseiniseensonttinonentncinseesesesien 38.2 

9 Serine GF Tie CE GD sv caenssncstenitcicctnicasessthiathrensniinisinsectaniainnvtbitien 38.0 

| 10 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .........cccccccessseeseeeesee seeees 36.9 

Nielsen Average Audience** 

Homes 

| Rank Program (000) 

1 | Love Lucy (General Foods, Procter & Gamble, CBS) 15,877 

2 $64,000 Question (Revlon, CBS) ........6..66cn 14,934 

3 apne Gertie Cem FU, GD ccctscncscenscctnstcncncttinrensesscccense cocsncnctinancns 13,637 

4 Gunsmoke (Liggett & Myers, CBS) ........:cccccceceees : 13,519 

5 Chevy Show—Bob Hope (Chevrolet, NBC) ...... ll satin 13,401 

6 Perry Como Show (Several sponsors, NBC) ooo... cccccccceseeeenneenennnnenee 13,087 

ey I've Got A Secret (Winston cigarets, CBS) ........... 12,851 

| 8 The Millionaire (Colgate, CBS) «0.0.0... . 12,812 

9 Ford Show (Ford Motor Co., NBC) .........cccccccceeeeeeeee 12,497 

10 Red Skelton Show (Pet milk, Johnson's wax, CBS) ... 12,065 
PROGRAM POPULARITY} 

| Homes 

Rank Program (%) 

| 1 | Love Lucy (General Foods, Procter & Gamble, CBS) . 41.5 

2 $64,000 Question (Revion, CBS) . 38.9 

3 Gunsmoke (Liggett & Myers, CBS) . eestiens 35.9 

| 4 December Bride (General Foods, CBS) . 35.7 

5 Chevy Show—Bob Hope (Chevrolet, NBC) 35.5 

6 Perry Como Show (Several sponsors, NBC) . 34.7 

7 I've Got A Secret (Winston cigorets, CBS) .. 33.9 

8 View imamate CC: GI ciicictectitintesicsvnsscnctesnevscoresisicesess 33.7 

| 9 Red Skelton Show (Pet milk, Johnson's wax, CBS) * 33.5 

| 10 Ford Show (Ford Motor Co., NBC) . 32.5 


* Homes reached by all or any part of program, except for homes viewing only one to 


five minutes. 


** Homes reached during average minute of the program. 
+ Percented ratings are based on ty homes within reach of station facilities and by each 
| program. 
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Good Housekeeping - A Hearst Magazine 


YOUNG AND 


e- - ae ae re eae 
- 2 


fashion-conscious. She's that wonderful woman who is SURE 
interested in everything that makes her prettier, makes 

her family happier, makes her home lovelier. Which is why WHEN 
she turns to Good Housekeeping, the magazine that 

gives her nearly twice as many editorial fashion pages (and 

lots more ads) than any other woman's service magazine. 

It’s her pretty, practical fashion sense, too, that inspires our big 

promotions like the annual May Cotton Feature .. . and 


turns them into fabulous success stories that produce hundreds of 


thousands of retail tie-in lines, window displays and fashion 


shows in America’s greatest stores. 


She may not know exactly how our famous Textile Laboratory 
works... how it checks every fabric, button, seam. .. how it tests for 
fading and shrinkage. But she’s learned it pays to buy from the 
pages of Good Housekeeping . . . to buy the right clothes for herself, 
her husband, and her children. 


the buying guide of 31,000,000 women (Crossley) 
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Take It, Ogilvy 

To the Editor: At first reading, 
your May 13 report of David Ogil- 
vy’s speech in Brighton, England, 
left me mystified. 

Was it possible, I asked myself, 
that any seasoned advertising man 
could face a group of brother vet- 
erans in the vineyard and heap 
upon them such _platitudinous 
statements of the obvious, the 
known, and the accepted? Would 
they not have drifted groggily 
away from the dinner table, or 
sunk into deep sleep right there, 
one by one? 

Surely, I reasoned, the explana- 
tion could not be found in Mr. 
Ogilvy himself. No one could pos- 
sibly be such a bore as this speech 
would seem to indicate. And be- 


| 
The Voice of the Advertiser | 


This department is a reader’s forum. Letters are welcome 


audience had either walked out, 
or fallen asleep—as_ inevitably 
they must have done had they 
been any but the merest advertis- 
ing tyros. 

Ah, there must be the explana- 
tion, I told myself. Tell us, Mr. 
Editor, and tell us true—wasn’t 
Brother Ogilvy really speaking to 
young men who were just about 
to enter the advertising field—or 
students in some advertising class, 
perhaps? These “39 rules,” or any 
rules, would of course have been 
new to them. And they would 
have accepted even the most dubi- 
ous—wide-eyed and unquestion- 
ingly—as having been brought 
fresh from the mystic mountain 
| top. 

It was fine, though, to hear from 


Benson & Mather is setting a prop- 
er example for all other agencies. | 
Those other agencies will proba- 
bly start talking to themselves 
when they learn that OB&M is the | 
“only” agency “so far” that fully 
subscribes to the philosophy that} 
“every advertisement is a part of 
the long-term investment in the | 
personality of the brand.” 

Perhaps they'll start wondering | 
| whether it wasn’t OB&M that ad-| 
|vised the Russians to claim the 
| invention of the electric light, and 
| the telephone! 


UPHOLSTE 
2641 W. MAN 


INGLEWOO 


“long-term investment in the per-| 


But Mr. O’s disarming humili- sonality of the brand,” generously | 


ty should help to soothe any of 


admit that “he believes” that “most 


RY CO. 
CHESTER 
D. CALIF 
Another Ad with a Twist 
To the Editor: May I suggest 


that the enclosed ad, which ap- 


those big agency men who might of the big agencies are now coming | Peared in Pictorial Living Maga- 


feel as outraged as a grizzled army 


| tail (if one can imagine that!). 


| general being told off by a shave-| 


| to it?” 
| The question arises, however: 
| Will their misguided clients con- 


sides, AA did not report that his| Mr. Ogilvy’s own lips that Ogilvy, | Does he not, referring to that/ tinue to entrust these OB&M fol- 


Market facts 
that mean 
results in 
North Carolina 


« More TV Homes—over 
500,000 TV homes! 


¢ Top Coverage—75 
counties in 4 states! 


¢ Rich Market Potential— 
over 4 billion dollars 
buying power! 

¢ Maximum Power— 
316,000 watts. 


¢ Mountaintop Tower— 
2,000 feet above 
average terrain. 


WSJS-TV ... 


Preference of the Piedmont 


North Carolina’s richest, 
biggest market. 


It pays to check the facts on WSJS- 
TV Winston-Salem. It’s your biggest 


trialized 


channel 12 


AFFILIATE 


buy in North Carolina’s Piedmont sec- 
tion. And the Piedmont is the state’s 
most populous and heavily 


indus- 
area. Result: more income, 


greater buying power. 
WSJS-TV 


is the NBC affiliate for 


Winston-Salem, Greensboro, and High 
Point—Golden Triangle cities in a 
market of over 3 million people. 


Call Headley-Reed for 


WSIS 


television 


WINSTON-SALEM 


NORTH 


CAROLINA 


lowers and imitators with several 
times as much business as Mr. O’s 
| agency handles? 

And the clients!—how are they 
| going to face up to their failure 
to “invest in the personality of the 
brand” all these long years? Will 
|}not such companies as Cadillac, 
Buick, Ford, Armstrong Linoleum, 
Coca-Cola, Fisher Body, Dutch Boy 
paints, Kodak, Campbell’s soups, | 
|Warren’s printing papers, and! 
scores and scores of others, start) 
asking themselves questions? Won't} 
they say: “Here we've thought 


zine of the May 12 issue of the Los 
Angeles Examiner is an example of 
disreputable advertising? 

At first glance, the “Up to $60” 
would indicate the price of the 
breakfast nook. Upon closer scru- 
tiny, however, the “Up to $60” is 
in reference to the “allowance on 
your chrome dinette”!! 

L. Wyland, 
Los Angeles. 


communities to be visited by Mr. 
Tucker on the tour. A. M. Atwan, 
principal of the Saddle Rock 
School, cooperated fully, as did 
the parents of the children con- 
cerned in the project. 

As a result, Mr. and Mrs. Tucker 


we were investing in brand per-| wil] make appearances in schools 
sonality all these years. What the! on the tour, chat with the chil- 


hell have we been doing?” 
James P. Derum, 
Detroit. 
P.S. Sorry I didn’t write this in 
12-word sentences, in which Mr. 
Ogilvy says all copy must be writ- 
ten. But then, he used more than 
12-word sentences in writing his 
“rules.” 
*. 7 ° 


For Mother's Day! 
To the Editor: KOTEX because 


- 


PCE pe CATT 


dren, tell them about school life as 
it is known by his youngsters 
(three sons) and meet with the 
parents of some of the children. 
They will also discuss the organi- 
zation and activities of Parent 
Teacher Assns. in this country, 
which might be of interest to 
school people in the countries they 
will visit. 

I thought this immediate and 
direct result of your editorial 
would interest you. 

Elizabeth Winston, 
Public Relations, New York. 


The enclosure, a news release, 
read in part: 

“On Friday, May 3 at 10 a.m., 
290 students in the 5th and 6th 
grades of the Saddle Rock School, 
10 Hawthorne Lane, Great Neck, 
|Long Island, will cooperate with 
President Eisenhower’s People to 


‘|People plan by signing a scroll 


way | With 


. you care enough to give the 
very best! 

Doug Middlebrook, 
Advertising Manager, Belk- 
Lindsey Stores, Tampa, Fla. 

a - 7 


Editorial Inspires Pen-Pal 

| Plan at Long Island School 

| To the Editor: Your editorial, 
| How Advertising and PR Men Can 
|Help Develop Better World Rela- 
|tions (March 25), is directly re- 
sponsible for the project detailed 
in enclosure, which will be un- 
dertaken by the leading tenor of 
the Metropolitan Opera, Richard 
Tucker, and his wife. 

When I brought your editorial 
to the attention of Mr. and Mrs. 
Tucker, he was scheduled to make 
le tour of the Far East beginning 
in Bangkok on May 9, in coopera- 
|tion with the President’s Special 
International Program adminis- 


|}tered by the American National | 


| Theater and Academy. The Tuck- 
ers decided that, since they are 
quite active in the school affairs 
|of the Saddle Rock School, they 
could best “join in the battle of 
ideologies” by supplementing the 
work of our government by de- 
veloping letter-writing activities 
|between the school children in 
Great Neck and the children in 


their names and addresses 
in order to become ‘pen pals’ 
|with children of equivalent ages 


(9'4 to 11 years old) in the Far 
East. 
| “The scroll will be given to 


| Metropolitan Opera tenor Richard 
Tucker, whose 11 year old son is 
a student at the school. Mr. Tuck- 
er and his wife, who are members 
of the PTA in Great Neck, leave 
|the next day (May 4) for a con- 
|cert tour of the Far East, begin- 
ning in Bangkok on May 9, in co- 
operation with the President’s 
Special International Program ad- 
ministered by ANTA. The names 
and addresses on the scroll will be 
given to authorities in schools in 
the areas the Tuckers will visit, 
ie., Saigon, Singapore, Kuala 
|Lumpur, Hong Kong, Taipei, 
Seoul, Pusan, Manila and all the 
major cities in Japan.” 
. - - 


Letter of Commendation: ' 
E. B. Weiss Please Note 

To the Editor: As the head of a 
small Detroit ad agency, I can ap- 
preciate the fact that journals such 
aS yours are a boon to our creative 
,industry. But when one of them 
leads directly to the acquisition of 
a new account, that deserves a let- 
| ter of commendation. 

I refer to your stalwart prognos- 
ticator, E. B. Weiss, and his March 
11 AA column about “No-Merger 
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Mergers.” Borrowing this ingen- 
ious phrase, with due credit to its 
originator, mind you, proved the | 
clincher in landing a sizable piece | 
of business for this agency. 

Thank you for your continually 
interesting lunch-hour reading) 
(plenty food for thought in AA),| 
and please convey my deep grati- | 
tude and respect to your “man of a | 
million ideas,” Mr. Weiss. 

Jack Trustman, 

Jack Trustman Advertising 

Agency, Detroit. 


Excess Baggage? 

To the Editor: Mr. Woolf’s re- 
cent column about truthfulness in 
advertising (AA, March 18) was 
really a good job. I have frequent- 
ly been irked by ads that show an 
absolutely impossible situation, 
and am attaching one that ran in 
the Atlanta Journal as an illustra- 
tion. 

I presume the men shown are 
going to climb the mountain, but 


WITH MEN 
WHO CAN'T BE 
VAGUE 


FIVE STAR 


why they are taking a case of 
whisky with them is more than I} 
can understand. If they didn’t get 
drunk and fall off a ledge, then 
they are sure to die of sheer ex- 
haustion on the way up the Mat- 
terhorn. 
William H. Kearns Jr., 
Assistant to the President, 
Atlanta Paper Co., Atlanta. 


‘A Woman Was the Cause’ 
of the Hunt Fashion Ads 

To the Editor: For the sake of 
the record, we think we should 
make it clear that the idea of ad- 
vertising Hunt’s catsup in Vogue 
and Harper’s Bazaar originated 
with the client—with the wife of 
one of the principals, to be exact. 
It was we who were slightly 
shocked at the proposal, initially, 
not the client. 

In all fairness to your ten wom- 
en copywriters (God bless ‘em), 
we feel they too should have the 
satisfaction of knowing that a 
woman was the cause of it all. 

Jack W. Smock, 

Vice-President and Manager, 


Young & Rubicam, Los Ange- 

les. 

Hunt’s catsup advertising 
walked off with the honors as| 
“best campaign of 1956” in an all- 
female jury selection carried in| 
AA March 25. 


e * . 

Market Data Issue Gets | 
a Clap of the Hands 
To the Editor: Once again I) 


have made liberal use of your) 
Market Data issue, which brings | 


to my mind the tremendous, well 
organized and directed staff job 
it represents. 

True, all this material would be 
available without seeing it de- 
scribed in ADVERTISING AcE. But 
getting it all at one time, and hav- 
ing the convenience of obtaining 
such wealth of potentially useful 
data by merely filling in numbers 
on the handy coupons constitutes 
a real and helpful service. 

This alone is worth more—a lot 
more—than the price of subscrip- 
tion. For this reason alone, not to 
mention the ideas and useful in- 
formation obtained from your out- 
standing publication all year 
round, year after year, make fu- 
ture subscription renewals far 
more a matter of my demand for 
the product than yours for the or- 
der. 

Erwin H. Klaus, 

Vice President, Marketing, 

Radiant Heat & Cooling Corp., 

Santa Clara, Cal. 


Fast Facts for Advertisers 


The daily newspaper first in editorial volume, and . . . 


The daily newspaper second in advertising linage, plus . . . 


The daily newspaper that covers the third largest City Zone 
market in the state, is the 1-2-3 Wisconsin record of the 
Appleton, Neenah-Menasha POST-CRESCENT . . . makes it a 


solid place to place your advertising. 


APPLETON Post-CRESCENT 
APPLETON + NEENAH + MENASHA 


KEN E. DAVIS, MANAGER, GEN'L ADV. APPLETON, WISCONSIN 


Here’s one of 
your best customers... 


=~ 


... there are Thousands 
more just like her who 

use The Columbus Dispatch 
to guide their daily buying! 


YOU CAN DEPEND ON THE 
COLUMBUS DISPATCH FOR SALES 


She reads the Dispatch she relies on the Dispatch . she helps 
to account for more than a billion dollars annually in retail sales. 
You're reaching her and most of her neighbors in Columbus and its 
12 county trading area through The Columbus Dispatch. 


Learn the latest facts about brand preference in Columbus. Send 
for our new Consumer Analysis and for details on hard-selling ROP 
full color 


THE 


Columbus Aisputch 


TELEPHONE CApital |-1234 TELETYPE CL 47! 
Read in 9 out of 10 Columbus homes. 
NATIONAL REPRESENTATIVES: O'Mara & Ormsbee, Inc., New York, Detroit, Chicago, Los 
Angeles, San Francisco. 
McAskill, Herman & Daley, inc., Miami Beach 
MEMBER METRO SUNDAY COMICS AND MAGAZINE NETWORKS 
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CBS Radio Working for 
Ford Buy Clearance 

John Karol, sales vp for CBS} 
Radio, New York, said the network | 
expects to have 95% clearance on 
the $5,500,000 Ford Motor Co. buy 
(AA, May 6) by the time Septem- 
ber rolls around. He said that af- 
filiate reaction has ranged from 
enthusiasm to reluctance to clear. 
The reluctance centers around the 
early morning and _e afternoon 
chedules that will replace current 
sponsors, with stations offering al- 
ternate periods. 

Mr. Karol thinks the individual 
market problems can be resolved, 
and most of the stations checked 
by ADVERTISING AGE agreed, 


' 

» MAGAZINE CLASSIFIED 
; — BIGGEST — 

' — BY THE MILLIONS — 

; Rates & Data for the asking 

} PUBLISHERS CLASSIFIED DEPARTMENT 
» 9S. CLINTON ST., CATECO 6, ILLINOIS 
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though several major station rep- 
resentatives feel this is going to} 
|turn into quite a clearance head- 
ache. 


‘Construction Record’ Bows 
The Dallas-Fort Worth Con- 


struction Record, a tabloid trade}; 


newspaper starting this month, is 
being distributed monthly on a 


controlled basis to 10,000 in the} 
in the Dal-| 
las-Fort Worth area. Publisher of | 
the newspaper is the Construction | 
Record Co., a subsidiary of Daily | 


construction industry 


Record Co., which has published 
a similar construction paper in 


the St. Louis area for the past two} 


years. Offices are in the Electric 
Bldg., Fort Worth. 


Boss Named to Color TV Post 


W. E. Boss, formerly vp in charge 


lof sales of RCA Victor Distribut- | 


ing Corp., has been named director 
of color television coordination for 
the parent corporation, Radio Corp. 


‘of America, New York. 


a 


its 


“CURRENT STANDARD RATE AND DATA CONSUMER MARKETS 
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New extension of 


city corporate limits, 
effective January 1, 1957, 
gives new picture of 
WINSTON-SALEM 
population 


- 
oa | 


—and with the 
Journal & Sentinel 
Newspa 
you buy a combined 
100% 
PENETRATION 


You can’t cover 
North Carolina 
without the 
Journal and 
Sentinel 


WINSTON-SALEM 


JOURNAL and SENTINEL 
MORNING SUNDAY 


Pa... 
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TWIN CITY 


EVENING 
KELLY-SMITH COMPANY 


Roth Bundy 


new offices, 


ia e 


Sweeney 


Jann 


Patten 
HOUSEWARMING—When J. R. Pershall Co., 
entertained media and art studio representatives in 
these people were among those 
present: Don Roth, Wayne Gallagher and Frank 


aaa HOUSE—Harry Pick, media director, represents 
| the host in this picture taken at a new-office party 
thrown by J. R. Pershall Co., Chicago, for media 
and art representatives. Others here are Henry Jann 


Sproat 


Gallagher 
Gillespie, art directors, 
Claughry, copy chief, and Ed Patten, 


Chicago, 


count 


Carpenter Wald Pick 


John 


Budd Co.; 


John Blair & Co., 


McClaughry Burns 
Bill Sproat, 


executive, all of Pershall; 
Jack Burns, Bundy-Freiday Studios. 


Brown 


Joe 


Rapp 
and Frank Carpenter, Jann & Kelley; Ed Sweeney, 
Wald, Ridder-Johns; 
Brown, Sawyer-Ferguson-Walker Co.; 
and Bill Wiseman, 


Gillespie 

vp; R. T. Mc- 
assistant ac- 
Ed Bundy and 


Wiseman 


Ken 
George Rapp, 
WOW, Omaha. 


Stockholders Okay 
DuMont-Paramount 


Stock-Property Swap 


New York, May 2!1—DuMont 
Broadcasting Corp.’s stockholders 


j|have authorized the board to ac- 
|quire KTLA, Los 


Angeles, and 
three other companies from Para 


| mount Pictures Corp., which owns 
| 
27% 


of DuMont (AA, April 22). 
Final decision on this proposed 
transaction, which would leave 


| Paramount with 49% of DuMont’s 
}common steck, 


is up to the Du- 
Mont directors. 

The proposal calls for DuMont 
to get, in exchange for 700,000 to 
800,000 shares of common stock, 
Paramount Television Productions 
(KTLA), Famous Music Corp., 
Paramount-Roy Rogers Music Co. 
and Gomalco Music Corp. 

Bernard Goodwin, president of 
DuMont, told the stockholders that 


the company is eager to buy more | 


radio and tv stations. DuMont now 
has one radio station, subject to 


| FCC approval, and will have three 
|tv stations if the KTLA transfer 
|goes through. + 


Bonanza Boosts Campaign 
Bonanza Air Lines has released 

its 1957 media list—the biggest in 

its 1l-year history. Contracts have 


| been signed for radio, tv, newspa- 


| pers, magazines, outdoor and trade 
media in the 17 marketing areas 


served by the airline in Southern | 


California, Arizona and Nevada, 


the company says. Gaynor Colman | 


WJAR-AM +o © @-s 


Prentis & Varley, Beverly Hills, is 


the agency. 


| Strandbergh Promoted 


Martin H. Strandbergh, former- 
ly a member of the Chicago sales 


has been named regional 


sales| that he was an account executive 


manager of the magazine, work-| with Donahue & Coe. 


ing out of Detroit. 


Flagg Named Ad VP 


Frank D. Flagg, advertising 


Edward 
market 


Robinson Joins Hooper 
R. Robinson, with the 
research department 


of 


manager of I. W. Harper-Ancient Colgate-Palmolive Co. for the past 


Age Distillers Co., a subsidiary of 
Schenley Industries, has 


several 


years, 
been Hooper Inc., New York, as a mem- 


has joined C. E. 


named vp in charge of advertising. ber of the market research de- 


He joined Schenley in 1954. Before 


partment. 


WJAR-AM aw WJAR-TV 


pioneer stations of 


PROVIDENCE, R. I. 


are pleased to announce 


the appointment of 


Edward Petry & Co., inc. 


THE ORIGINAL STATION REPRESENTATIVE 
a 


“For availabilities that sell the Rhode Geland 
Market cee call the Petry man! 


WJAR-TV 
PROVIDENCE + RHODE 


staff of U. S. News & World Report, | 


920 KC 
« « « « « Channel 10 


ISLAND 
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andi NEW YORK 

ERT T. DEVLIN, JR. 
342 Madison Ave. 
Murray Hill 2-5838 
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Dateline --- DelawareValley U. 


+s i sVe since 1947. He was @ commander in 
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hearsals are scheduled for Jan. 2\ Se 
in the Neighborhood Center, 6600 | ae 


ee B 


Honors: Officials of the ma- 
State and local labor unions 
will honor Lee Ww. Minton, presi- 
dent of the Glass Bottle Blowers 


ods 


& 
5 
i 
2 
] 
e 
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‘ ton, who also is a member of 
the 29-man Executive Council of | aie. 
the AFL-CIO, lives in Lafayette | 2m 
Whitemarsh township. Pro- 
ceeds from the dinner will go tOl¢ 
hich Minton is @ vice 


the Navy in the Secon 


ing puppies in their home at 4010 Reno st. fer ihe Nelarry M. Buten, administra % 


ve executive { Buten Paint |e 
Stores, will be sworn in at 11 A. M.|ha 
today at City Hall as a member of | 
owners an unusual pre=| the Philadelphia Human Relations 


INKY, # perky 
Christmas present early Monday morning—a litter of five| commission. . 
puppies, one of which died ghortly after birth. The little ses * 


‘| dog belongs to Mr. and Mrs. Clarence Harris. of 4010 Reno st. 
‘ eer | 


experts say that a litter of 


Science: Dr. Peter van de ied 


$| five chihuahuas is a “near rec~ Miscellany : pr. Daniel T. Er-|K am P. astronomy department 


1 ord,” since there is seldom more | hard, of 539 Snowball dr., Levit- chairman, and Dr. Neal A. Weber, 

;| than three offspring in a litter. | town. has been elected president of | biology prof 

t ed for a State |the Bucks County Medical Associa- | College, are participating in the 
Th 


t Chihuahuas, nam 
‘land city in Mexico, are native t0 | tion. 


4 that country and the southwestern | Zion Temple will present its annual sociation for the Advancement of 


United States. They weigh from | father 
“|two to six pounds and their an-| night a 


a\cestry is said to antedate the long- | clude performers from the Horn é&| joint meeting of the astronomy S°°- |i 


essor, at Swarthmore 


~"erac€s 


e Men's Club of Har 123a meeting of the American As- 


and child night tomorrow Science, which opens today in New : 
t 7. Entertainment will in- | York Dr. Kamp will preside at ©) i 


3) defunct Aztec civilization. Hardart Children’s TV Hour... .|#0n, while Dr. Weber will discuss A 

$ se ° The Allens Lane Art Center Day papers on oe = theories on in- 
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Here's a dai 
aily feature of Th : 
obligations as 0 citizen of hw need that typifies the newspaper's resoluti 
community it serv ution to live i 
) es. up to its 


“Delawar 
e Valley Dateline”’ 
: ) eline”’ aff ‘ 
organizations to send news of “en a forum for neighborhood, club, civic, f 
their activities to an immediate—and "id , fraternal and similar 
te wider— public. P ; 
. Personalities 


play their persuasiv 
f sive role an : , 
audience in this “little 5 readership studies testify to the high i 
news” that plays a big role in daily livin gh interest of The Inquirer’s 
y living. 


“Delawar 
e Valley Dateline” i 
) eline” 
The Inquirer inform e” is a planned feature . . . part of an ov 
, entertain, and interest its readers verall plan that demands that 


+s | 


has wo 
n outstandin 
° +4 reader lovalty ° 
‘e y. , =. 
enjoyed by The Inquirer yalty. This loyalty is reflected in the advertising lead 
‘ g leadership 


The Philadelphia Inquirer 


Now in its 2 j 
4th consecutive year of total advertising leadership 
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MEMBER: METROP 
OLITAN SUNDAY NEWSPAPERS * FIRST 3 MARKETS GROUP Dunkirk 5-3557 


Garfield 1-7946 3460 Wilshire Boulevard 
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THE 


LANDING 


STRIY 


as seen by 
JOHN BURGOYNE 


Petead of ours went on a ski week- 
end a while back. He’d never been 
on skis before, but that was imma- 
terial, "cause he was a spunky sort 
of a boy about it all. Anyway, he 
was lurching down the slope when 
he heard the call: “TRACK LEFT!” 


He thought that meant to go to the 
left. He did and WHAM! A minute 
later he heard a faint call from down 
the hill where the other feller was 
digging himself out of the snow. 
“Bring my hat!” was the request. He 
picked up the man’s hat and started 
down the hill again. But he couldn't 
any more stop than fly and he ran 
right over the guy and ground him 
right down into the snow again. 


He dropped the hat and kept right 
on going ‘till he got to his car and 
got out of there like a hound with a 


| 


THE LARGEST P24 


101 S. LA CIENEGA ; 


EXACTLY AS 


WHAT IS THE REASON? 


DAILY & SAT. ‘TH 6 P.M. 
FRIDAY EVES. ‘TIL 9 P.M. 
OL, 5-6960 © Ol. 2-1527 


‘* said to cost $3.60. 


TRICKY—A Los 
Angeles agency 
man submits this 
ad from the Los 
Angeles Times as 
one he can do 
without. Actual- 
ly, all the facts 
are presented in 
the type, but the 
picture of the 
chair and the 
huge “39¢” make 
the price seem to 
be 39¢. . . where- 
as that figure is 
cited as the 
“profit” on a loss 
leader which is 


| said. 


Mr. Ketchum’ charged that 
there is too much “ivory tower 
copy” today. He urged copywrit- 
ers to keep in close touch with 
the products they are writing 
about, test them and ask ques- 
tions about them. 

“A copywriter will always find 
his human angle if he just covers 
the story,” he said. 

He also urged creative men to 
keep up with current events so 
as to be able to tell people what 
they want to hear in the ads. A 
copywriter must project himself 
into the whole state of mind of 
the prospect, he said. 


8 Also speaking at the confer- 
ence was Walter Weir, vp of Don- 
ahue & Coe, who expressed ideas | 
similar to those in a speech he 


the same day (see story above). 

Mr. Weir traced the decline of 
creativity in advertising as far 
back as the depression days when 
a demand was raised for “hard- 
sell” or “hard-hitting” copy. “Cre- 
ative people were put in stocks 
and publicly mocked and were ac- 
cused of being impractical and 
literary or artistic,” he said. 

The appearance of brainstorm- 
ing groups seeking ideas has con- 


individual creativity, he said. + 


delivered to the Detroit Copy Club | 


after 21 years as president. 


Advertising Age, May 27, 1957 


McGraw-Hill Names Saint; 
Advances Beryl Robichaud 

McGraw-Hill Publishing Co., 
New York, has appointed Ellis C 
Saint promotion and research man- 
ager of Food Engineering. Former- 
ly national~sales manager of Kiwi 
Polish Co., Pottstown, Pa., he suc- 
ceeds Paul F. Mundt, who has been 
named promotion manager of Engi- 
neering News-Record (AA, May 
13). 

McGraw-Hill also has named 
Beryl Robichaud, manager of its 
centralized services division since 
1950, an assistant vp. 


Tru-Vue Names Hall A.M. 

Tru-Vue Co., Beaverton, Ore., 
{a division of Sawyer’s Inc., manu- 
facturer of 3-dimension viewers 
and color picture stories, has ap- 
pointed Lynn Hall sales promotion 
and advertising manager. Mr. Hall 
formerly was advertising manager 
of the electronic division of Iron 
Fireman Co. 


Northwest Paper Elects 
Northwest Paper Co., Cloquet, 
Minn., has elected Harry T. Ken- 
dall Jr. president, succeeding Stu- 
art B. Copeland, who is retiring 
Mr. 


firmed his belief in the decline of | Kendall has been exec vp since 
' 1948. 


Copywriters Not | 
‘Creating’ Ads, 
Walter Weir Says 


Detroit, May 21—Creative ad- 


hornet on his back. Next winter he’s | vertising copy requires a one- 
going to Florida for the water skiing. | headed and not a two-headed ap- 


~x~ * * 


Feller we heard about wasn’t ex- 
actly cleaning up with his cleanser 
(floor, wall type), so he decided to 
try a new package and a promotion 
campaign to go with it. He spent a 
fair bundle on the deal and then 
flung the new package on the mar- 
ket in several test areas. A Burgoyne 


check with the aid of the local news- | js actually “creative.” 


papers in Cedar Rapids, Phoenix and 
Syracuse, gave him the sales dope 
he needed and now everything is 
bubbling along in great shape. 


~x~ * * 


A toothpaste manufacturer we 
know began hearing reports and 
reading about the new product a 
competitor had just put on the mar- 
ket. A new ingredient had been 
added to this paste and a big ad 
campaign was going on, plugging it. 
Well, our friend began to get the 
fidgets, so he called Burgoyne and 
asked him to find out about how the 


proach, according to Walter Weir, | 
exec vp of Donahue & Coe. 

Speaking before the Detroit Copy | 
Club on “What Makes A Copy-'| 
writer,” Mr. Weir said: “Two 
heads are better than one chiefly to | 
a hat salesman, or on the guillotine, | 
rather than in the creation of an| 
idea.” 

Too often copywriters in creat- | 
ing an advertisement fail to rely 


on their own conviction of what 
but, accord- 


|ing to Mr. Weir “they try to read 


the client’s mind instead of using! * 
their own.” 


s “A goodly number of them) 
(copywriters) are interested chief- | 
ly—not in creating great advertis- | 
ing—but in creating a situation in 
which what they do will not be 
questioned, will meet with the ad- 
vertiser’s favor and as a result 
will make their jobs not only more | 
secure but more remunerative. 

They try to read the client’s mind | 


instead of using their own,’ he | 
said. 

Dedication is a necessary requi- 
| Site of copywriting, Mr. Weir said, | 


widest audience can do so only by 
relating the product to the reader’s 


life, Mr. Weir said. The poor con-| 


ception of much of today’s adver- 
tising makes it “drivel.” 

“What makes it drivel is its 
basic conception—a conception 
generally unrelated to reality, 
rived at with little feeling on the 
part of the creative person for the 
person addressed and his partic- 
ular attitude toward life,” he 
stated. 


® Ignorance of the processes of 
advertising often leads business 
|}men to say “the only purpose of 
advertising is to move merchan- 
dise,”’” Mr. Weir said, even at the 
|price of falsifying the product’s 
virtues or advantages. 

“Those who profess it do so out 
of a vast ignorance of the whole | 
process of advertising and the nar- | 
rowest concept of business prac- 


| tice. The public may buy a product 


once on faith, but it buys it the | 
second time only on confirmation, | 


|on performance, on what the prod-| 


uct actually does in use. 


“If advertising is ever to grad- | 


uate from blatancy, from duplicity, 
from triviality, it can only be 
through the treatment given it by 


_ the people who believe it serves 
|a useful end,” he said. 


Copywriters, by concerning 
themselves not with consumer ex- 


_| ploitation but with his satisfaction | 
m- 


and fulfillment by finding 
provements for products or a new 

use of a product, are in a position 
to make an “admirable contribu- 
tion” to advertising, Mr. Weir 


new molar cleanser was doing. Bur- | which does not allow for any cor-| Said. 


goyne sprang into action in Canton, 
Harrisburg and Omaha and—in less 
time than it takes to squeeze a tube 
of dental detergent—had all the dope 
his client wanted enabling him to 
make plans for counter-moves. 


x * * 


in case a storm knocks out your 
telephone, get your mirror flashing 
code when the sun comes out. John 


| " . . 
|rupting considerations interfering 


with the message to be communi- 
cated. As an example, he cited the 
use of phrases which will be no- 
ticed by sophisticated friends, | 
|rather than the use of copy which 
most effectively transmits 
kind of communication the partic- 
ular situation itself calls for.” 


tions served by copywriters is the 


Burgoyne’ll be there. He's got eyes |role of interpreter between pro- 


like an eagle. 


CMOLIATT 4 RUE J MOEN (NE 


FIRST NATIONAL BANK BLDG., CINCINNAT! 2, OHIO 


pooged and consumer by establish- 
ing a line of communication and 
| feedback, he said. 

Good copy, like good literature, 


Mr. Weir said, lies not so much 
| with the writer’s skill as with the 
amount of himself the writer pro- 


jects into his copy—“the amount} 


which he is able to distill and cap 
in verbal bottles.” 


“the | 


+ One of the most effective func-| 


“Through their insight and 


|greater awareness, they can fre- 
quently express for the less articu- 


late and often voiceless mass of the 
public its aims and ambitions, its 
wants and desires,” he said. 


COMMUNICATE IDEAS, 


NOT SELF, ADMEN TOLD 


ANN ARBOR, 
Advertising is 
means of _ self-expression but 
rather a communication of ideas 
for the purpose of making sales.” 

This is what Alton H. Ke 
vp of McCann-Erickson, told the 
1957 Advertising Conference at 
the University of Michigan here 
last week. 

With advertising budgets as | 
large as they are today, adver- | 
tisers and agencies cannot afford 
to be wrong in assumptions of 


Micu., May 21— 


Advertising which reaches the! what the advertising will do, he| 


ar-| 


“not primarily a| 


” 


In terms of “advertising values” 


sign 


® Quickly and easily applied. 


window signs and valances 


inteenattonat 
transparency 
WINDOW SIGNS a VRS 


. the space on your dealers’ 
windows is beyond estimate—yet it is yours, 
FREE for an attractive and durable window valance or door 
Identify and hold your outlets with International 
Transparencies. They offer more for your advertising dollar 
than any other type of sign available today! 


Longer lasting — on some locations for 15 years. 
Richer, fuller, more attractive colors. 


Equally effective night and day — translucency permits 
night time “illumination” from store lights. 


Does not interfere with window washing. 


For almost thirty years, America’s nationally known adver- 
tisers have used and preferred International Transparency 


CREATIVE DESIGN AND ART SERVICE 


‘ 
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cae Es ar 


Pe 
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absolutely 


Write for complete information and FREE samples 


SOME SALES TERRITORIES OPEN 


international transparency co. 
310 LAKESIDE—CLEVELAND 10, OHIO 
Soles offices in all principal cities 


AMERICAN DECALCOMANIA CO. OF CANADA © 735 Prince Rd. © Windsor, Ontario 
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Spot TV IsUp 
11% in Quarter; 
P&G, B&W Lead 


(Continued from Page 1) 

However, Norman E. Cash, 
president of the bureau, said a 
comparison of spot business on 
255 stations covered in both quar- 
ters indicates an upward trend, 
with this group of stations show- 
ing an 11.7% increase in spot bill- 
ings for the first quarter of this 
year compared with last. 


® Procter & Gamble, which usu- 
ally sets the spending pace in this 
medium, led the list with a budg- 
et of $3,726,800. But this is more 
than $2,000,000 below the level at 
which P&G was using spot video 
during the first quarter of 1956. 

Brown & Williamson Tobacco 
Co., in second place, spent more 
during the first three months this 
year than it did last—$3,633,000, 
compared with $2,921,900. 

Spot tv attracted 23 $1,000,000- 
or-more backers during the first 
three months of the current year, 
against 15 in that category for the 
same period of 1956. 

Newcomers to the list of top 100 


United Fruit Co., Maybelline Co., 
Robert Curley Ltd., Frontier Foods 
Corp., Charles Pfizer & Co., Bon 
Ami Co., Milner Products Co. and 
| Monarch Wine Co. 

's There were approximately 20 
/names on the list which did not 
make the TvB top 200 ranking 
|during the first quarter of 1956. 
They include American Tobacco 
Co., International Latex, Max 
Factor, Adell Chemical Co., Texas 
Co., Simmons Co., Marathon Corp., 


United Fruit, Maybelline, Robert | 


Curley, Clorox, D. F. Drew & Co., 
|Frontier Foods, Sinclair, Quaker 
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FCC Paves Way 
for Large-Scale 
Toll-TV Test 


(Continued from Page 1) 
| sion visualizes in arranging its 
public tests. Among the questions 
|raised by FCC were these: 


|e How many cities are needed for 
the tests? 


Oats, Charles Pfizer & Co., Bon! wogart FRANKS is new ad director|e Should they be confined to a 


Ami and Milner Products. 


Among the companies which | 5, sion, effective June 15. Formerly | and to multi-station markets? 


|showed a sharp increase in their 
|"57 first quarter spot tv budgets 
compared with their ’56 first quar- 


ter budgets: Continental Baking, | succeeds William 


| national ad manager of the Arizona | 
Republic and Phoenix Gazette, he 
F. Sykes, who 


| 
| 


from $761,400 to $2,822,000; Carter | left to join the Oklahoman & 
Products, from $1,059,900 to $2,-| Times. Charles Treat moves up to 
succeed Mr. Franks in Phoenix. 


447,100; Lever Bros., from $471,- 
/000 to $1,313,500, and American 


Chicle, from $244,300 to $1,085,000. | 


‘Ross Roy Gets South Wind 
Division of Stewart-Warner 

| Ross Roy Inc., Detroit, has been 
appointed to handle advertising, 
merchandising and sales training 
programs for automotive heating 
equipment manufactured by the 
South Wind division of Stewart- 
Warner Corp., Indianapolis. These 


inow offered as optional factory- 


installed equipment on Imperial,| hours per week, per month, per 
Chrysler and DeSoto automobiles| year, or in terms of maximum 


as well as a new South Wind auto- | percentage 


° Should more than one system 
be demonstrated in any commun- 
ity at the same time? 


|@ What limits should be placed 
jon tests in terms of hours per 
week? 

¢ Should a limitation be estab- 
lished in terms of number of 


of total broadcast 


motive heating product to be in-| hours? 
troduced this fall. : : , 
MacFarland-Aveyard & Co., Chi-| ® How much time is required for 


cago, will continue to handle ad-| 
vertising for South Wind aircraft | 


production, distribution and 
stallation of equipment? 


in- 


heating and heat exchange equip-|¢ What is the minimum period 


399,300 | vincing proof that it would be in| 


spot spenders were Texas Co., include the South Wind car heater | ment. 
Top 100 Spot TV Advertisers 
First Quarter, 1957 
Source: L. C. Rorabaugh Estimates for TvB 
Ist Qt. Year Estimated Ist Qt. Yeor Estimated 

Rank Advertiser ‘56 ‘56 = Expenditure | Rank Advertiser ‘56 ‘56 Expenditure 

1. Procter & Gamble Co. (1) (1) $3,726,800 55. Wesson Oil & Snow Drift (62) (48) 422,800 

2. Brown & Williamson Tob. Co. (2) (2) 3,433,000 | 56. Florida Citrus Commision (25) (31) 421,000 

3. Sterling Drug (3) (4) 2,942,900 | 57. Standard Oil Co. (Ind.) (88) (62) 412,800 

4. Continental Baking Co. (20) (8) 2,822,000 58. United Fruit Co. (——) (449) 412,000 

5. Carter Products (15) (12) 2,447,100 | 59. H. J. Heinz Co. (65) (56) 403,100 

6. Philip Morris & Co. (8) (5) 1,993,000 | 60. William Wrigley Jr. Co. = (178) (82) 400,200 

7. General Foods Corp. (4) (3) 1,922,600 | 61. Radio Corp.of America (63) ($3) 

8. Warner-Lambert Pharma Co. (22) (7) 1,882,800 | 62. Bristol-Myers Co. ($2) (94) 387,700 

9. Colgate-Palmolive Co. 7) (6) 1,688,800 | 63. Sunshine Biscuit Co. (106) (98) 386,900 
10. National Bisevit Co. (9) (9) 1,611,300 | 64. Moybelline Co. (—) (353) 382,800 
11. Miles Laboratories (6) (10) 1,535,700 65. M. J. B. Co. (167) (95) 381,600 
12. International Latex Corp. (—) (57) 1,408,700 66. Serdeay Inc. (142) (110) 380,800 
13. Liggett & Myers Tob. Co. = (14) (15) 1397400 | 67. Robert Curley Ltd. (—) (610) 379,400 
14. American Tobacco Co. (—) (68) ——-1,317,600 | 68. Socony Mobil Oil Co. Inc. (91) (64) 369,400 
15. Lever Bros. (38) (13) 1,313,500 | 69. Notional Dairy Products*  (—) (63) 368,200 
16. Grove Laboratories (26) (42) 1,211,600 70. Clorox Chemical Co. (—) (121) 359,000 
17. Ford Motor Co. (16) (20) 1,168,300 71. Buitoni Products (141) (133) 356,100 
18. Coca-Cola Co. & Bottlers (27) (18) 1,155,300 72. Pillsbury Mills (125) (116) 353,900 
19. Pepsi Cola Co. & Bottlers (55) (30) 1,143,900 73. Pabst Brewing Co. (69) (33) 352,300 
20. Kellogg Co. (5) (11) 1,105,800 | 74. Falstaff Brewing Corp. (54) (65) 345,400 
21. American Chicle Co. (92) (51) 1,085,000 | 75. E. F. Drew & Co. (—) (204) 340,700 
22. P. Lorillard & Co. (89) (28) 1,012,300 | 76 Frontier Foods Corp. ca (200) 339,000 
23. Bulova Watch Co. (11) (16) 1,002,200 | 77. Sinclair Refining Co. Gait (122) 336,600 
24. Esso Standard Oil Co. (31) (27) 919,100 | 78. American Bokeries Co. (110) (100) 336,300 
25. Robert Hall Clothes (7) (4) 910800 | 79 Quoker Oats Co. te 328 900 
26. Corn Products Refining Co. (42) (22) 846,800 80. U. S. Borax & Chem. Corp.** (98) (76) 321,400 
27. Max Factor & Co. (--) (21) 794,600 | 81. Grocery Store Prods. Co. (116) (145) 319,900 
28. Avon Products (118) (60) 765,200 | 82. Pharmaceuticals Inc. (81) (75) 316,500 
29. Thomas J. Lipton Inc. (100) (84) 728,100 83. Drackett Co. (152) (166) 314,400 
30. American Home Products (68) (32) 718,400 | 84. Hills Bros. Coffee (45) (78) 310,700 
31. Food Manufacturers Inc. # (74) (55) 696,700 | 85. Charles Pfizer & Co. (—) (269) 304,900 
32. Harold F. Ritchie Inc. (28) (26) 692,600 | 86 Standord Brands 75) (47) 303,400 
33. Glamorene Inc. (82) (92) 667,100 87. Piel Bros. (48) (49) 292,900 
34. Nestle Co. (30) (25) 652,000 88. Bon Ami Co. (—) (250) 288,700 
35. Peter Paul Inc. (24) (45) 650,400 89. Best Foods (61) (89) 288,000 
36. Adell Chemical Co. (—) (99) 640,400 | 9%. Wildroot Co. (58) (91) 282,600 
37. Beech-Nut Life Savers (—) (67) 639,100 91. Carnation Co. (86) (71) 282,000 
38. Block Drug Co. (21) (36) 603,600 92. F. & M. Schaefer Brew. Co. (99) (129) 277,200 
39. Plough Inc. (70) (103) 591,500 93. Milner Products Co. (0) (253) 266,800 
40. Helaine Seager Co. (23) (23) 586,100 94. Petri Wine Co. (159) (165) 265,700 
41. Charles Antell Inc. (18) (24) geaeen | %S- Pedic Tol. & Tol. Co} 260,700 
42. Tea Council of the U.S.A. (44) (86) 581,600 96. Ward Baking Co. (124) (96) 260,200 
43. Minute Maid Corp. (19) (35) 579,500 97. Monarch Wine Co. Inc. (119) (162) 259,200 
44, Texas Co. (—) (344) 576,100 | 98. General Mills (96) (123) 256,200 
45. Seven-Up Co. & Bottlers (57) (69) 574,900 99. Mars Inc. (165) (147) 255,400 
46. Shell Oil Co. (67) (29) 530,200 | = "ae" , oa . 

47. Simmons Co. & Dealers (—) (73) 525,200 | aid (127) (125) 254,300 
48. R. J. Reynolds Tob. Co. (35) (34) 491,600 | #Listed first quarter of ‘56 as Hawley & Hoops. 

49. J. A. Folger & Co. (32) (43) 488,300 | 

50. P. Ballantine & Sons (41) (38) 469,800 | did not combine all Nati 

51. Ralston-Purina Co. (130) (72) 464,200 | **Listed in 1956 as Pacific Borax. 

52. Marathon Corp. i—) (40) 437,100 | {Regional Teleph Companies are listed separately and are 
53. Reader's Digest Assn. (53) (108) 428,600 | no longer combined under American Tel. & Tel. Co. 

54. Anheuser-Busch (66) (46) 425,200 | * Previously listed as San Francisco Brewing Corp. 
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needed for a meaningful test? 


| 

e What are the minimum and 
|maximum number of subscribers 
|needed for test demonstrations? 


e What wiil the terms be for 
jleasing or selling equipment to 
stations and participating sub- 
scribers? 


|@ While the commission’s ruling 
indicated additional delay before 
plans for public demonstrations 
are formulated, toll-tv scored at 
least one important gain today 
when FCC revealed it has de- 
cided now that it has legal au- 
| thority to let the service go ahead 
|commercially, once there is con- 


| the public interest. 

Referring to the thousands of 
| documents submitted when the 
subscription tv issue was raised 
two years ago, FCC said it is con- 
vinced from the detailed memo- 
randa of law from its staff and 
from interested parties that tv 
frequencies could be made avail- 
able for subscription tv. 

FCC added, however, that it is 
impossible to make a fully realis- 
tic assessment of an untried ser- 
vice. Field experiments conducted 
so far have been too limited in 
scope and duration, it argued. 


e “An adequate trial demonstra- 
tion of subscription television in 
operation is indispensable to a 
soundly based evaluation of (1) 
its acceptability to the public, (2) 
its capacity to enlarge the selec- 
tion of program fare, now or fore- 
seeably available under the pres- 
ent system, (3) its significance as 
a possible additional source of fi- 
nancial support for continued ex- 
pansion of the nation’s television 
system, (4) its potential impact, 
beneficial or otherwise, on the 
established television services and 
(5) its mode of operation in actual 
practice,” said the commission. 
The commission’s announce- 
ment said demonstrations under 
highly circumscribed conditions 
would be unlikely to yield reliable 
indications of how subscription tv 
would operate on a more general 
scale. 
| 
|@ “On the other hand,” FCC said, 
|\“we do not believe we could at 
this stage justify the authoriza- 


“Early 1956 figures not comparable because early TvB figures | tion of subscription television on 
| Dairy divisions and current ones do. an unlimited or general 


scale, 
even for a prescribed trial period. 

“It may be possible to avoid 
objectionable results of either ex- 
|treme,” it suggested, “by author- 


109 


|izing the conduct of field demon- 
| strations of subscription television 
|under conditions which will pro- 
vide useful information on critical 
questions we cannot resolve on 
|the present record, but which will 
|preclude subscription television 
operations of such scope and mag- 
nitude as to induce inordinate in- 
| vestment, whether by the industry 
ior by the public, in equipment 
jand other costs necessary for a 
novel type of television service on 
| which we must reserve final judg- 
ment.” 


8 The announcement was unusu- 
ally dramatic because it was is- 


‘of the Atlanta Journal and Consti-| single station in each community , Sued more than an hour after the 


commission’s usual closing hour, 
three hours after the regular hour 
for release of public notices. 

Unusual precautions were taken 
to maintain secrecy. Representa- 
tives of FCC’s information office 
who alerted members of the press 
were unable to indicate the nature 
of the announcement. While the 
information officers had been 
briefed on the step FCC had tak- 
en, the decision was rushed out so 
rapidly that no effort was made 
to prepare the usual background 
release or summary. 

FCC said it still might have to 
hold hearings in order to obtain 
additional information after sug- 
| gestions for arranging the public 


| tests are received. 


| 


'@ The commission indicated all 
three applicants—Zenith, Teleme- 
ter and Skiatron—will be allowed 
to participate in the tests. Later, 
however, it will decide whether, 
in establishing toll-tv service, it 
will be necessary or appropriate 
to have only one system. 

While FCC said it feels it has 
full legal authority to approve or 
dispose of toll-tv, it noted that 
the tests may disclose factors 
about toll-tv which “it may be 
desirable to take up with Con- 
gress.” = 


_LeTourneau Names D'Arcy: 
Boosts Three on Ad Staff 

R. G. LeTourneau Inc., Long- 
| view, Tex., has appointed D’Arcy 
| Advertising Co. to handle adver- 
tising for its six sales divisions. 
The account will be handled from 
jthe agency’s Dallas and Houston 
offices. Evans & Associates re- 
signed the account, effective June 
1 (AA, April 8). The company is 
reentering the earth moving 
equipment industry in 1958 (AA, 
Feb. 11). 

At the same time, LeTourneau 
has promoted three members of 
its advertising staff. They are 
Stan H. Fain, formerly advertising 
supervisor, to assistant advertis- 
ing manager; Ernest W. Brace- 
well, from assistant to the manag- 
er, to advertising supervisor, and 
Nat Jones, public relations super- 
visor, the additional post of di- 
recting promotion of over-all com- 
pany identification. 


71 Awards Made by CFAC 


At its annual advertising affili- 
ates dinner May 23 the Chicago 
Federated Advertising Club made 
71 first awards and several special 
awards in nine categories to ad- 
vertisers and their agencies, radio 
and tv stations and network pro- 
grams. The categories in the annual 
competition included general con- 
sumer magazines, industrial and 
business magazines, farm publica- 
tions, direct mail, newspapers, out- 
door and transportation, point of 
purchase, radio and television. 


Christiansen Has Radio Spots 
Jewel Food Stores, a division of 
Jewel Tea Co., Melrose Park, IIl., 
which has named North Advertis- 
ing to handle a new program of 
| advertising (AA, May 20), told AA 
this week that Christiansen Adver- 
tising Agency, Chicago, will con- 
tinue to place a schedule of radio 
spots on three Chicago stations. 
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Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 


counts, size and frequency apply. 
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HELP WANTED 


AVERAGE PAID CIRCULATION FOR 
‘6 MONTHS ENDING DEC. 31, 1956 


MOLENE 
NOTICE Editors r tums eol bie Relations 
. Copywriters oon Advtg. Man 
e Memorial Day Holi- Artists ......Media ...... Production...... Gervies 
ue to 


a “all is grist which comes to our mill” 
day, the deadline for all classi-| Andover 3 4424-105 W. Adams St.-Chgo. 3 
LAYOUT ARTIST 


fied & display ads for the Jume | wo octapitced FART cy in 
: central Ohio has opening for a young 
3rd issue will be Noon, Tuesday 


creative layout man. Must be experi- 
May 28 1957 enced in rendering clean, crisp compre- 
e . 
HELP WANTED 


| hensives. Excellent growth potential. 
Box 9618, ADVERTISING AGE 
MONEY STATURE FUTURE FOR 
TECHNICAL COPYWRITER 


200 E. Illinois St., Chicago 11, Illinois 
CREATIVE LAYOUT & PRODUCTION 
Somewhere there's a graduate engineer, 
or a man with comparable training, who 


| Splendid opportunity to grow in small 

S| Saereee agency. Fashion layouts, produc- 

se technical advertising copy of | tion in print media, some finished art. 

top Saeer ana is proving it every day.| Must be able to work with suppliers. 

But he’s looking for greater professional | You'll be on your own. Send resume, 
stature and tangible rewards for his com- 
petence. We want that man for a major | 


salary req. 
Box 9619, ADVERTISING AGE 
national account. Like us, he'll relish the 
opportunity to deal with the most mod- | 


200 E. Illinois St., Chicago 11, Illinois 
TISING & J SHIN 

ern of basic materials, the outstanding | ADVERTISING PUBLISHING 

achievements recorded almost daily in| 


FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS - PLACEMENTS 


ressarem, Gevelepmens ~My | 209 So, State St., Ha 7-1991 Chicago 
electrical technology shou s | 
qulb--anechantenh engineering no mystery. | Katz Agency Chicago Office seeking 


thoroughly qualified salesman for TV 
Sales Department. Write us at Prudential 
Plaza, Chicago, or phone Gunst, Mo- 
hawk 4-7150. 
|Tep ABC publication in class group 
wants experienced space salesman for 
Chicago and Midwest territory. Must be 
aggressive with good follow-through 
copy writing or layout ability helpful 
excellent salary and opportunity to be- 
;come ad manager - Send complete resu- 
me including present position, salary 
desired and sales record 

Box 9620, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
EXECUTIVE & CLERICAL 

EXPERIENCED & TRAINEE 

Publishers Employment Agency 

469 E. Ohio St., Chgo. Su 7-2255 
LEADING SPECIALIZED AGRICULTUR- 
AL PUBLISHER, expanding staff, has 
opening for aggressive individual to han- 


Agency experience is virtually a “MUST”. | 
ony are this man, you'll find that the | 
salary is right, the association congenial 
and the future unlimited. Tell us today 
why you qualify and an early interview 
will follow. 

Box 9617, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
If You're in ADVERTISING 

Your Job is MY BUSINESS 

Call Miss Barnard at 

WA. 2-2306 for the really 

BIG positions in Advt. i 
Radio, TV, Publishing and 

Pub. Rel. See me now!!! 

202 S. State St., Suite 1302-4 
NEWSPAPER RESEARCH MANAGER 
Wonderful opportunity for alert and tech- 
nically qualified assistant to head his 
own small but effective department. Will 
supervise all advertising statistics, reports | 
and marketing information service for 


POSITIONS WANTED | 


Advertising Age, May 27, 1957 


REPRESENTATIVES WANTED 


MEDIA DIRECTOR, Detroit. 10 years of | 


one of the nation’s great metropolitan | dle advertising details on combined mag- 
newspapers. Management is sympathetic | azines. Should know how to handle mail 
to and cooperative with research goals| and phone solicitation, recognize and | 
and views this department as essential | develop prospects. Office efforts sup- 


im- 


to sales progress. Media experience ported by national sales force, no travel 
portant. Age, sex, and previous condition | involved. Send complete resume to: E. 
of subordination no barrier. Must be/|&. Ruther, Watt Publishing Co., Mount 


strong in understanding that research can | Morris, Illinois. 


and should be creative. Tell us about it. PRODUCT ADVERTISING MANAGER 
We'll start talking at a $7,000 base, PIUS| prominent Food company in Chicago 
incentives, benefits, retirement plan and . 


|} seeks young man to assist in advertising 
and promotion of nationally known prod- 
ucts. Include age, photo, past experi- 


3 weeks paid vacation. Good city to live 
in. Fine people to work for. We'll respect 
a request for confidence 

Box 9605, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Llinois | 


ence, and salary requirements in resume. 
Box 9631, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WRITERS! There is a strong demand in 
the New York market for all types of 
material. We offer honest appraisal and 


PUBLICATIONS DIRECTOR 
$12,500 


Solid B/G in writing and editing intra- 
organization publications, monthly news 
letters, speeches, annual reports, etc. 
| Must be capable administrator & super- 


S. Mead, Literary Agent, 419 Fourth Ave. 
New York. 

Our fast-growing, 20-man agency needs 
additional Art Director. Must be skilled 
in modern design, layout, typography for 


placement. Write for terms today! dei 


magazine ads, annual reports, brochures, visor Fine opportunity with leading 
etc. Work with fine professional group manufacturer. If qualified, contact me 
Please furnish portfolio samples, personal in confidence 
snapshot, background resume, and state 
salary for first year. GEORGE E. PYLKAS 

Don L. Baxter-President Executive Advertising Consultant 


CADILLAC ASSOCIATES, INC. 
220 S. State St. e Chicago « WA 2-4800 


DON L. BAXTER, INC. 
4th Fl. Melba Bidg., Dallas 1, Texas 


— 


eT 


How can a man have his 
feet on the ground and 
be out on a limb 

at the same time? 


Easy! This all-around advertising man, on the 
sunny side of his forties, has spent more than 
twenty years with one Chicago agency, working 
with such blue chip advertisers as Whirlpool, 
Greyhound, McCormick & Co., TWA, Raytheon, 
Dale Carnegie Courses and many other national 
and regional accounts. Yet, he is a recent 
victim of Agency-mergeritis. So, if you’re 
seeking a seasoned media director with big 
league experience in production and art direction 
...4@ leaning toward copy writing... who 
quakes not at the thought of presenting his 
advertising ideas to an austere 
board of directors. . . 
call SUnnyside 4-7005 today, 
or address a note to: 
1826 Leland Ave., Chicago 40, Ill. 
and find out more about 


CLARKE TRUDEAU 


Space selling ought to provide good back- 
ground. Married, age 39. Marketing ma- | 
jor. Resume on request 
Box $421, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


New Methed of Full Color Printing With 
Transparent Inks. Low Cost-Beaatiful Col- 
or-Fast Service. Short run catalogues our 
specialty. Skokie Colorgraph, Inc. Morton 
Grove, Ill, ORchard 4-7400—Representa-. 


ART WORK BY MAIL 


—< 


Have something to <cll? Need somebody 

te successfully sell it? Tangible, intan- 

sible. High earnings. Resume on request. 
Box 9621, ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


| SPACE SALESMAN, Detroit area. Expe-| 


rienced, successful, Chicago area men | 
would like to relocate. Married, age 39. | 
Resume on request. | 
Box 9404, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
PUBLIC RELATIONS—PUBLICITY 
Want challenging new opportunity. Thir- 
teen years experience as public relations 
director, public relations account exec, 
editor and writer. New York area. Age 36. 
Box 9622, Advertising Age 
480 Lexington Ave., New York 17, N. Y. 
$7500 COPYWRITER | 
WITH $18,000 POTENTIAL 
wants the chance to create persuasive 
advertising for a progressive agency. 
Agency and retail experience. National 
and collateral ad samples. Female. 
Box 9623, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
REPRESENTATIVE AVAILABLE WITH 
LONG ESTABLISHED SALES EXPERI- 
a IN FOREIGN TRADE ADVERTIS- 


Box 9624, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. ¥. 


HIGHLY CREATIVE 
Promotion Director, 
young, prefer East 
Box 9625, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
ARTIST-ART DIRECTOR 
Crisp modern layouts, roughs to comps, 
top finish art any medium. Knows type, 
production, supervision. 14 yrs. top prov- 
en experience. Salary $8,000 
Box 9627, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois | 
ARTIST | 
Let's face it, nothing can take the place 
of experience. This pro has twenty years 


background on national accounts. Look- | 
Mg tor a spot in the Philadelphia area 
that needs and appreciates a pro. Here's | 


= all-around man you've been looking 
or. | 
Box 9628, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. | 
ADVERTISING AND MERCHANDISING © 
Sales minded Advertising man with a 
sound record of achievement in | 
PACKAGE GOODS 
BEVERAGES - TOBACCO - DRUGS - 
Broad creative background in all media: | 
TV - Radio - Print... 
Currently employed as Director of Ad- 
vertising. Will talk with Agency or Ad- 
vertiser 
Box 9626, ADVERTISING AGE | 
480 Lexington Ave., New York 17, N. Y 


COPY-CONTACT MAN 
er ADVERTISING MANAGER 
10 yrs. experience with two ‘‘top-ten"’ 4A 
agencies on blue-chip cons. & ind. accts. 
Married, eng. degree, 35. Presently emp. 
at $15,000. Top references. Will relocate. 


Box 9629, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


CHICAGO AGENCIES PLEASE NOTE: 
Radio-TV writer - 8 yrs. exp. writer and | 
department head, station and agency, | 
wants Chicago location with permanent | 
opportunity ‘real opportunity). | 

Box 9630, ADVERTISING AGE | 
200 E. Illinois St., Chicago 11, Illinois | 


tives Wanted | Write for free portfolio show- 

BUSINESS OPPORTUNITIES ing samples of booklets, folders, 

TRADE PUBLICATIONS catalogs and similar advertis- 

Want to buy? Want to sell? Write me ing pieces which I have written 
fully, in confidence. No “peddling’’—ex- and desi a t 

cellent, wide contacts. Chas. K. Feinberg, * igne y mail for firms 

Broker, P. O. Box 1036, Newark, N.J. in all parts of the country from 

Rural suburbia is worth going after Maine to California. Write to 

Test it now in Sanders’ Genesee Valicy 
Raymond Lufkin 
124 West Clinton Ave., 


publication, Geneseo, New York 
Tenafly, New Jersey 


ARTIST-DESIGNER 


For position of associate art director 

with progressive 2l-man agency. Need ATTENTION 

man 25 to 35 thoroughly experienced in 

design and finished mechanical art for MAGAZINE PUBLISHERS! 


We are now ready to add another 


annual reports, direct mail brochures and publication to the group of top 


industrial magazine ads. Work on prestige 


accounts. Send self photo, résumé and flight trade & consumer magazines 
state first year's salary requirement. we now represent. Complete mid- 
eat i Raster west coverage. Your inquiry cor- 
Fourth Ficor Melba Bldg dially invited and treated with strict 
Dallas 1, Texas confidence. Box 606, ADVERTISING 
AGE, 200 E. Illinois St., Chicago 11, 
Illinois. 
Layout Artist MAGAZINE REPRESENTATIVE 
IN MICHIGAN AND DETROIT 
Young man wanted for our 


motion department to prepare 
outs of newspaper, 
direct mail 
to business 
eral public. 
invite fresh 


jay- 
magazine and 
advertising addressed 
roups and the gen- 
vide range of subjects 
imaginative handling | 
Finished art not required. Know!l- | 
edge of type desirable. Opportunity | 

' 

| 


Would you like to represent—sell 
space for—one of America’s oldest 
and best known magazines, leader in 
its field? Salary in five figures, of 
course, established Detroit office and 
ample “sales tools”. Previous maga- 
zine experience helpful but not requi- 
site, age approximately 40. Immediate 


| 
=: | 
| 


to grow with company noted for its 
recognition of ability as fast as it 
is demonstrated. Send résumé of 
qualifications and samples _ for 
prompt acknowledgement and de- 


cision to M. A. Little—Room 1419, reply necessary. 
Chicago Tribune 
435 N. Michigan Avenue Box 585, Advertising Age 
200 E. Illinois St., Chicago 11, Il. 
PUBLICITY — PROMOTION 


TOP CREATIVE TALENT 


Products placed on top-rated TV 
For Adv. Mgr. or Copy-Contact 


shows. Prize Contests developed. 
Short or long term campaigns. 
Fee basis. Box 602, Advertising 
Age, 48) Lexington Ave., New 
York 17, N. Y. 


Few men in their thirties have my 
diversified background. Consumer 
and industrial experience includes 
appliances, radio-TV, housewares, 
drugs. For résumé, phone Michigan 
2-5700—Chicago 


TOP - FLIGHT 
WEST COAST 
| PUBLIC RELATIONS 


East is East and West is West, your 
TV, Radio & Motion Picture activi- 
ties require a “resident” Public Re- 
lation Organization on the ground, 
this means immediate tangible re- 


CLEVELAND 
SPACE SALESMAN 


Well known Industrial Publica- 
tion-Industrial space _ selling 
experience preferred. A really 
big opportunity for the right 


man. Send résumé, references, re Visiting the East in several 
: , “ weeks 
salary requirement in confi- 
dence to: PETER C. GOLDSMITH & 
ASSOCIATES 


GOLDSMITH BUILDING 
8401 Wilshire Boulevard 
Beverly Hills, Calif. OLive 3-2337 


Box 604 ADVERTISING AGE || 
480 Lexington Ave., N.Y.17, N.Y. 


| 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 


GLADER CORPORATION 


“The Agency's Agency” 
nm Harris, Dir. Adv 


Do Div. 
110 S. Dearborn CE 6-5353 Chicago 


| ART DIRECTOR 


| An unordinary opportunity. 
A chance to be creative and 

to participate in total client 

programs. An agency you'll 
be proud of and a com- 
munity you'll love living 
in. Leading national ac- 
counts offer a_ creative, 
skilled performer all the 
challenge he’s hoped for. 
There’s so much to talk 
about, working conditions, 
profit-sharing, fringe bene- 
fits, etc., that you ought to 
write promptly for an early 
visit. 


THE BRADY COMPANY 


} IRVING ZUELKE BUILDING 
APPLETON, WISCONSIN 


187 N. LaGALLE, CHICAGO ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 
Our 46th Year 
ASST. COPY CHIEF, agency $15-20M 
ASST. A.E., food 
agency or mfr. experience $10-12M 
COPY-CONTACT. Bank or 
insurance exper. helpful to $11,500 
PRODUCTION-TRAFFIC HEAD 
Agcy. Strong in systems, 
procedures $i10M | 


advertising 
TALENT AVAILABLE 


Thirty-three year old, thoroughly experienced 
traffic, service, and production manager on 
nationally known accounts seeks new affiliation 
in Chicago advertising field. Currently employed 
but all-around ability and talent stymied by de- 
partmental block. University graduate with B.S. 
degree in Marketing. Chicago resident, married, 
excellent health record. 


Box 610, Advertising Age 
200 E. Illinois St., Chicago 11, IIlinois 


ADVERTISING-SALES PROMOTION MAN W 8 years increasingly respon- 
sible advertising, sales promotion and market research experience on na- 
tional brands with major agency and leading manufacturer; top producer, 
33 (AB Brown U.) seeks advertising and/or marketing challenge with 
consumer products. 


His creative thinking and proven-effective merchandising add up to valu- 
able working executive for some N.Y.C. firm. 


Box 605, ADVERTISING AGE, 480 Lexington Ave., New York 17, N.Y. 


EASTERN 
ADVERTISING REPRESENTATIVE 


Leading trade publication in its field with New York Office 
has opening for intelligent and aggressive space representative 
in New York City and New York State territory. Write fully 
giving resume of experience, references, starting salary re- 
quirements and photo, if available. (We have to know if 
you're affordable, not how little we can hire you for.) This is 
an excellent opportunity for the present, even better for the 
future. 


Box 603, ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Tl. 
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Advertising Age, May 27, 1957 


NIAA’s New Bound 
Media File to Aid 


Advertiser: Freeman 


(Continued from Page 3) 
the advantage of lower cost in 
mailing than individually-mailed 
forms. 

According to the plan, partici- 
pating publishers of business pa- 
pers will be asked annually to fur- 
nish NIAA the information for the 
file. NIAA will print and publish 
this information in attractive per- 
manent binders, tabbed by indus- 
tries, to give a media analyst all the 
available information on specific 
fields and products. 


s NIAA will mail these media 
books to a select list of agencies 
and industrial advertisers. Initial 
mailing, tentatively set for Sept. 1 
this year, will be 3,000. Mailings 
thereafter are expected to be made 


BIG CITY sTYLE—For the first time anywhere, says the advertiser, 

the moving illuminated Times Square Bus-O-Gram is being seen 

in 12 buses of the St. Louis Public Service Co. The advertiser, 

Boyd’s, an apparel specialty store, will use the signs for “soft sell” 
plus public service appeals. 


June 1 of each succeeding year, 
and it is considered likely that a 
distribution of 6,000 copies will be 
achieved within a couple of years. 

Indexing will be provided by 
both publication name and classifi- 
cation. Mr. Freeman said it is an- 
ticipated that at least 100 publica- 
tions will participate in the initial 
volume. 

A publisher will pay $600 to 
have his media data form bound 
and distributed in the book, which 
will be indorsed by NIAA. 

Revenue from the book will be 
used to strengihen the association 
and to assist it to do more effective 
work for the mutual advantage of 
publishers and advertisers alike, 
Mr. Freeman said. NIAA, he says, 
will be able to distribute the data 
forms for less than half of what it 
would cost a publisher for direct 
mailing. 


(Continued from Page 2) 

the decision to ask the commission 
| to re-examine its policy of separate 
| product advertising.” 
| Mr. Sorrells said the ad program 
| for the next year looked good. “All 
| of us,” he said, “liked what we saw, 
and I believe the industry people 
will be highly pleased with it too. 

“Some details of the new pro- 
| gram have not yet been fully de- 


I can say the basic plan prepared 


imous and whole-hearted approval 
of the commission members who 
went to New York.” 


® A qualified committee of NIAA| — wr. Sorrells said the new cam- 
members will set up mechanical | , 


: ° aign will pivot on the phrase, 
standards to insure uniformity ot Cen watine"sleomaen that 
size, fold, acceptable types and| jets 4 person know he needs citrus, 
— = ney ae aa Sp and he added that testimonials will 

j eeman 5s ‘ - 


vantages of the file to advertisers 
as follows: 


e “It will give complete media 


Mr. Patterson gave AA “the rea- 
son why a definite shift in the com- 


veloped,” he told the Tribune, “but | 


by Benton & Bowles had the unan- | 


be incorporated in the campaign. | 


New Florida Citrus Drive Combines 
Product, Commodity Motifs: Sorrells 


|mission’s advertising policy is in-|than 15% of Sheaffer’s $3,000,000 


dicated.”’ He said: 

| “This season, from October 
through April, consumers pur- 
chased an average of 25.4 lbs. of 


frozen, canned and chilled. During 
a similar period in the 1954-’55 
season—the last season the com- 
mission followed a commodity [ad- 
vertising] policy, consumer pur- 
chases averaged 28.6 lbs. per 
| person. 
“Certainly,” he added, “advertis- 
| ing should share the responsibility 
| for this loss of 3.2 lbs. per person, 
which is an 11% drop in rate of 
Sales. 

“Applied to Florida’s present 
crop of 94,000,000 boxes of oranges 
| we are losing sales at the rate of 


| 10,340,000 boxes under the current | lic Messenger. 


|policy of separate product adver- 


and chilled against all.” + 


data in one publication.” 


Kintner, Goldenson 
Dispute Showing of 
ABC-TV in 1956 


(Continued from Page 3) 
Mr. Goldenson and Mr. Kintner 
agreed to double the guarantee to 
Walt Disney Productions. Previ- 

lishers include all of the above) ously, Mickey’s lower take was 
points, he says, plus the fact that it | singled out as one of the reasons 
will be distributed to a critical au-| for this year’s business decline. 
dience of space buyers and buying | 
influences, a selected and main-|® “It would appear that the sur- 
tained list, at reasonable cost. #| prisingly poor showing in the first 
quarter of 1957 does not result 
from sales and policies during the 
time when Mr. Kintner was presi- 
dent,” his lawyer continued. He 
added that the “poor showing” 
|was due to sponsor cancelations, 
|lower sales by ABC-owned radio 
and tv stations and higher oper- 
ating costs. 

In reply to Mr. Kintner’s rep- 
resentative, Mr. Goldenson said he 


e “It will give an alphabetical list- 
ing of all participating key indus- 
trial publications indexed by mar- 
kets.” 


e “It will provide attractive per- 
manent binding and low-cost ser- 
vice.” 

Advantages of the file to pub- 


The Midwest's 
service for Adv. -Art & 
allied fields. 

By appointment on 
59 E. MADISON - SUITE 1417 
CHICAGO 2, ILL. 
CEntrel 6-5670 


MY FAITH IN ADVERTISING 
WAS NEVER GREATE 


In the past 4 years as Ad Director for the 
Florida Citrus Commission I have been 
in a position to see two opposing philoso- 
phies of advertising operate. Now I know 
that good advertising can perform mira- 
cles; also how wasteful misdirected adver- 
tising can be. 


I am seeking an opportunity to put this 
knowledge to work for any advertiser or 
agency interested in the food field. 


PAUL S. PATTERSON 
844 Glendale St. 
Lakeland, Florida 


Phone: MUtual 7-1735 


told that the former ABC president 
was paid approximately $230,000 
for his contract, which ran until 
| 1960. 
| Mr. Goldenson said that ABC- 
| TV’s sales for the 1957-58 season 
| starting this fall already exceed 
| those at the start of the 1956 fall 
| Season. The network expects still 
more sales during the summer 
months. He added that radio oper- 
ations are ahead of 1956 and that 
all ABC-owned stations are run- 
ning on a profit basis. 

The AB-PT president devoted 
a great deal of his prepared state- 


tv, which he predicted would mean 
that “home viewers will be charged 


\for everything now on free tv| 


|which is attractive enough that 
| people will pay for it.” + 


Seattle Bans Commercial 
Ads on Parking Meters 


| that for communty-wide charities. 
| The ruling states that display ma- 
terials may be placed on meters 
only on behalf of “an annual char- 


Sheaffer Trebles 


111 


_Boarts International Bows 
Boarts International Inc. has 
been formed at 640 Fifth Ave., 
|New York, to distribute American 
magazines and books overseas. The 
new company will represent Bal- 
lantine books, Teen Age books and 
Berkley books, all paper-bound 
volumes. Boarts is now negotiating 
with magazine publishers. Head of 
| the new company is Ralph Boarts, 
formerly in charge of Crowell-Col- 
lier’s international sales division. 


Ad Emphasis for 
New Ball Point 


(Continued from Page 2) 
| competitors.” 
Sheaffer’s silver tip product is 
| supposed to eliminate the corrosion 
that afflicts base metal writing 
|tips and results in unsteady ink | Brach Plans Fall Color Push 
| flow, splotching and the discarding | E. J. Brach & Sons, Chicago can- 
|of many ball points while only| dy maker, plans an autumn sched- 
|partly written out, the companyj/ule of four-color pages in Life, 
reports. Refills cost 89¢. backed up with large-space color 
|ads in newspapers in 33 markets; 
s Advertising Manager G. P.| the campaign will be the compa- 
Karle said, “We think the silver|ny’s “heaviest and most compre- 
tipped ball point affords us a big) hensive yet.” Included in the fall 
competitive advantage in the ball| program are pages and spreads in 
point field because of the excel-| food and candy publications plus 
lence of its writing characteristics| store display materials. Arthur 
and because it writes longer than Meyerhoff & Co., Chicago, is the 
any other ball point. | agency. 

“We're going to give it stronger 
support than we’ve ever given a| 
ball point.” | 

This means a 300% increase in 

In| 


| 


| 


Florida oranges in all forms, fresh, | 


tising—fresh against frozen, frozen |and commercials and movie trailers 
against fresh, canned against frozen | will be offered to dealers as part 


had not attributed the earnings | S¢! M. Seeds Co., Chicago, handles 
drop to Mr. Kintner, who, he said, | the account. | 
resigned because of “policy dif-| - : 
ferences.” The stockholders were | ball point pen was granted in 1888, | 


ment to an argument against toll | 


The Seattle board of public|film distributor-producer, has re- |: 
works has banned all advertising | ported a net profit before taxes of | ¥ 


on Seattle parking meters except | $155,000 for the first 


revealed in an unaudited financial 


| product. 


Sheaffer’s ball point budget. 
the past, ball points received less | 


budget, the company indicated. 

The back-to-school drive break- | 
ing in mid-August also will in-| 
clude promotion on Sheaffer’s new 
cartridge fountain pens and desk 


set as well as the silver-tipped 


s On the media schedule is co-| 
sponsorship of “Private Secretary” 
on the Columbia Broadcasting Sys- 
tem television network, tv network 
participations, Sunday supplements 
and some 15 magazines, including 
American Girl, Boys’ Life, Calling 
All Girls, Compact, Coronet, Es- 
quire, Life, National Geographic, 
The Saturday Evening Post, Scho- 
lastic Group, Seventeen, U.S. News 
& World Report and Young Catho- 


Newspaper ad mats, spot radio| 


of the cooperative ad program— 
20%-25% of the total budget. Rus- 


Although the first patent on a} 


it wasn’t until 1946 that the ball ; oes 
point crashed into the writing mar- Be 

ket. Inferior products quickly) a 

turned a $15 item into one selling 

for $1 and less, and the bottom CONSISTENCY 
dropped out of the market. 

There are all kinds, but if you've won- 
dered about advertiser consistency in 
the helter-skelter Southern California 
market, KTTV has the proof 


On Sunday, November 4, 1951, 
Inglewood Park Cemetery spon- 
sored its first remote telecast of 
an entire church service. 
Pianned then as a brief public 
service series, Great Churches of 
The Golden West presents its 
300th consecutive telecast this 
month. 
Other, more worldly advertisers who 
have been with KTTV continuously for 
more than 5 years: 
BONDS 
BROWN & WILLIAMSON 
HILLS BROS. COFFEE 
NATIONAL BISCUIT 
PACIFIC TELEPHONE & TELEGRAPH 
RICHFIELD OIL 
SEARS 


s The resurgence dates to 1949,| 
when better quality inks and pens 
were introduced. By 1952, ball 
point dollar volume was nearly 
equal to fountain pen sales volume. | 
Between 1952 and 1954, dollar vol- 
ume increased almost 200%, and 
industry estimates now give all 
ball points about $180,000,000 of} 
the $300,000,000 retail volume esti- ' 
mated for the writing instrument) 3 
business, which includes mechani- | 

cal pencils and desk sets as well | 
as ball point and fountain pens. + 


Guild Films Reports Gain, 
Negotiates for Features 
Guild Films Co., New York tv | j 


quarter of the 
current fiscal year. This figure was 


report. The company’s net profit | 
(after taxes) for the entire 1956 


itable non-profit civic effort com-| fiscal year, ended November, 1956, 

bining all communities of the city | was $8,000. Sales for the first five 

for the benefit of a majority of| months of the current fiscal year 

worthy institutions on a mutual| were put at $10,000,000—or 220% 

basis.” above the sales for the whole fiscal 
The policy specifically provides} year of 1956. 

that no commercial advertising is 


| than three meters on each side of a| company is negotiating with a top 
|city block may be used for the! Hollywood studio for tv rights to 


\charity advertising. 'a block of motion picture features. 


Reuben R. Kaufman, president |; 
|to be allowed, and that no more) of Guild, told stockholders that the | 3 


Your Blair man has a stirring sermon 
on KTTV and consistency... 


3 <6 ae & va 
} Los Angeles Times-MGM 
Television ~~) 


Represented nationally by BLAIR-TV 
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Agriculture Dept. 
Asks Revamp of 
1921 Packers Act 


(Continued from Page 1) 
committee wound up a lengthy ser- 
ies of hearings which have been 
under way since a Federal Trade 
Commission hearing examiner 
ruled that food chains can escape | 
FTC jurisdiction by acquiring an 
interest in a licensed slaughtering 
plant. 

The bill before the committee | 
would repeal sections of the 1921) 
law giving the Department of 
Agriculture exclusive responsibil- 
ity for regulating business prac- 
tices of companies engaged in meat | 
packing. It is supported by the 
FTC and by many segments of the 
food industry which have ex- 
pressed fear that existing division 
of jurisdiction will give some food 
concerns a competitive advantage 
over others. 


s The controversy over the pack- 
ers act exemption boiled over 
when Food Fair, Philadelphia, 
challenged FTC’s right to regulate 
promotion allowances it receives 
from food suppliers. The chain 
argued it is outside the commis- 
sion’s jurisdiction since it operates 
a slaughterhouse licensed under 
the packers act. 

While the commission has still 
to take final action on the Food 
Fair case, it told the judiciary com- 
mittee Food Fair and many other 
big chains which own packing! 
houses can probably qualify for 
the 
present version of the law. 

Wholesalers and others who} 
want the packers act exemption re- | 
pealed told the committee the law | 
leaves the policing of business 
practices to a handful of econo- 
mists at a very low level of 
authority. They charged that the 
department has yet to issue com-| 
plaints against promotion practices | 
of any of the companies it is sup-| 
posed to regulate. 

As spokesman for the Agricul- 
ture Department, Assistant Secre- 
tary Earl Butz confirmed today 
that a plan to issue charges against 
Safeway had been pigeon-holed as 
a result of a “top level” decision 
to make a complete survey of pro-| 
motion practices throughout the in- 
dustry. 


8 Casting his department in op- 
position to the position taken by | 
FTC, he said the Agriculture De- 
partment feels it should continue 
to regulate business practices of 
companies engaged in meat pack- 
ing. He added, however, that the 
department has no desire to see the 
meat packer exemption broadened 
to the point where it provides a 
loophole for companies which are 
engaged largely in other kinds of 
activities. 

His solution, which closely re- 
sembles the position taken by the 
American Meat Institute last week, 
was that the meat packer exemp-| 


tion should apply only to com- 
panies which are predominately | 
engaged in meat packing. While! 


the department proposes to retain 
exclusive jurisdiction over all ac- 
tivities of the packers, it would 
tighten the meat packer act so that 
the exemption would not be avail-| 
able to any company which derives 
less than 50% of its revenue from 
meat packing. * 


Ad Club Honors V. Tanner 

Virginia Tanner has been named 
Woman of the Year by the Wom- 
en's Advertising Club of Baltimore. 
Miss Tanner is in charge of publi- 
cations and assistant director of 
public relations of the Baltimore & 
Ohio Railroad. 


Hoehler 
VOTER GETTERS—Wesley Nunn, advertising manager of Standard Oil 


Wynne 


(Indiana) 


and chairman of an American 


Winterbera Nunn 


Heritage Foundation 


committee, presents a major award for the club’s get-out-the-vote 

program to the Women’s Advertising Club of Chicago. Fred Hoeh- 

ler, special consultant to Chicago’s mayor, Richard Daly, extends the 

mayor’s thanks for the club’s efforts to Mrs. John Wynne, chairman 
of the program, and Lois Winterberg, president. 


Ford Will Pass 
Chevvy. Ford Hints 
to Stockholders 


(Continued from Page 1) 
plateau. 


Mr. Ford said the company has | 


“made major sales gains this year 
and intends to hold them.” This 
was the closest he came to men- 
tioning Chevrolet. 


s He reported Ford’s passenger 
four months of '56, while the in- 


dustry’s record is 3% behind. 
In scanning the nation’s econo- 


Edsel in Production July 15 

Mr. Ford told the stock- 
holders that production will 
begin July 15 on the compa- 
ny’s new car, the Edsel. Two 
Edsels—properly disguised— 
were running about the prov- 
ing grounds during the party. 


my, Mr. Ford said there are no 
strong forces to indicate either an 
expansion or contraction of busi- 
ness in the near future. 


“Perhaps the greatest danger | 


facing our country,” Mr. Ford 
said, “is that wages will outstrip 
productivity. There is increasing 
pressure in that direction.” 

But he made no reference to 
the shorter work week United 
Automobile Workers has set as its 
prime goal in 1958 negotiations 
with Ford and other automobile 
manufacturers. 

If wages are allowed to rise 
faster than productivity, Mr. Ford 
said, the nation faces undesirable 
alternatives: “Inflation, if prices 
are increased to cover costs; 
depression and unemployment if 
the market fails to absorb the 
higher costs.” 


s But for the long term, Mr. Ford 
said, a rise of 40% in real output 
is “feasible” over the next 10 
years. 

Mr. Ford also noted what may 


be a changing pattern in automo-| 


bile sales. 


the second year in a row, but he 
sees in this a possible advantage 
in leveling production and stabil- 
izing the industry. 

“If a new pattern is developing 
‘which would distribute sales more 
jevenly throughout the year, it 
might alleviate some of our sched- 
uling problems and bring a great- 
er degree of employment stability 
to the industry,” he said. 

He predicted an industry total 
}0f 3,000,000 units produced by 


or | 


midyear. 

Mr. Ford said the company has 
scheduled second-quarter produc- 
tion 8% below the peak reached 
in the first quarter. Sales in the 
July-October period, however, 
may help the industry overcome 
its current 3% lag, he said. 
|@ The company also announced 
the retirement of Lewis D. Crusoe 
as exec vp in charge of car and 
}truck divisions and the promo- 
| tion of six officials: 


| Robert S. McNamara, vp and 


packer exemption under the | C4? sales 16% ahead of the first | general manager of the Ford divi- 


sion, was named to succeed Mr. 
Crusoe, who suffered a heart at- 
| tack last October. He will contin- 
}ue as a member of the board of 
| directors. 

James Wright, assistant gener- 
;al manager of the Ford division, 
succeeds Mr. McNamara. 
| John S. Bugas, vp in charge of 
|industrial relations, was given the 
additional position of group vp. 
|The Ford international 
| will now come under Mr. Bugas. 

Tom Lilly, Ford international 
division assistant general manag- 
er, was elected a vp and named 
general manager of the division. 
He succeeds the late Arthur J. 
Wieland. 
| Arjay R. Miller, controller, was 
elected a vp, and Earl G. Ward, 
director of purchasing, was made 
a vp in charge of purchasing. 


| 

Campbell-Mithun Names 

Macdonald, Wasserman 
Campbell-Mithun, Chicago, has 

appointed Jack Macdonald an ac- 

count executive on John Morrel & 


| 
| 
| Burton Wasserman 


Jack Macdonald 


Co. and Burton Wasserman direc- 
tor of research. 
Mr. Macdonald formerly was an 


|George H. Hartman Co. 


“Reader's Digest’ Boosts Price 
Reader’s Digest will increase its 
|per-copy price from 25¢ to 35¢ 
|with its September, 1957, issue. 
The subscription price will ad- 
vance from $3 to $4 a year. Three 
years ago, the Digest moved to 
accept advertising in lieu of rais- 
ing the cover price. 


division | 


‘Picture Post,’ 
Leading British 
Magazine, Folds 


‘TV Doing Most of Our 
Work So Well,’ Hulton, 
Publisher, Explains 


LonpDOoN, May 21—Picture Post, 


culation magazines, is folding. 

Sir Edward Hulton, millionaire 
publisher who launched the gen- 
eral weekly in 1938, announced last 
week that the magazine will expire 
with the June 1 issue. 
| Explaining the shutdown, he 
‘said: “Present conditions make its 
|publication completely uneconomic. 
| Costs of production continue to in- 
/crease enormously. The demands of 

the public are changing. Thus, 

| television is doing so well much 
of the work which we pioneered 
in Picture Post.” 


|@ Started as a three-penny pic- 
ture magazine, Picture Post grew 
‘to be the biggest general magazine 
in the country, reaching a peak 
|circulation of 2,000,000 in the post- 
war years. 

Newsprint rationing imposed on 
|newspapers after the war gave it 
ja competitive edge. Advertisers 
blocked from using newspapers be- 
cause of the space shortage turned 
|to Picture Post and other maga- 
zines. 

Since the easing of newsprint 
|supplies, beginning in 1953, the 
|/Hulton magazine found the going 
rougher. To help cover its mount- 
ing production costs, it began rais- 


ling the issue price, and as the 
copy price went up, circulation 
declined. 


| 


Picture Post currently sells for 
lone shilling (14¢). Its circulation 
is down to 738,000. 

The magazine had begun to de- 
cline even before the start of com- 
mercial television 21 months ago. + 


one of Britain’s leading mass cir-| 
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Lane Move May 
Mean Account Shift 
by Breast-O’-Chicken 


(Continued from Page 1) 
asked whether Mr. Lane’s shift to 
the agency portends a shift in the 
advertising account, replied: 

“It hasn’t been discussed. Cer- 
tainly I don’t believe there will 
be a change in the next couple of 
|} months—if then.” 

He said the advertising and pro- 
motion budget for the tuna ac- 
count this year is $1,250,000. 

Mr. Lane has announced he 
| will continue his association with 
| Breast-O’-Chicken and Westgate- 
California by remaining as a 
board member of each corporation 
|and as a consultant on sales and 
promotion. (He also will continue 
as vp of the San Diego Padres 
baseball club, of the Pacific Coast 
| League.) 


® Barnes-Chase already handles 
jthe Purr cat food account of 
Breast-O’-Chicken Tuna. 

The tuna corporations are con- 
|trolled by a group of investors 
| headed by C. Arnholt Smith, pres- 
ident of the U.S. National Bank, 
which operates branches in San 
Diego and Los Angeles Counties. 
| Mr. Smith and his associates also 
control National Steel & Ship- 
building and the San Diego base- 
ball club. 
| Mr. Lane is 49, a graduate of 
|the University of Southern Cali- 
fornia and a Navy lieutenant com- 
}mander in World War II. He was 
la principal in the San Diego 
school system before joining West- 
gate in 1945. # 


Connor Names Hanson, Meck 
Connor Associates, Aurora, IIl., 
has appointed Russ Hanson an ac- 
count executive and Larry L. Meck 
to the copy staff. Mr. Hanson for- 
merly did feature writing for in- 
dustrial, photographic, home and 
“how-to” magazines. Mr. Meck 
previously was sales promotion and 
advertising manager of Sears, Roe- 
(buck & Co., Battle Creek, Mich. 


7 * 
April Sales of Chain Stores 
ril *, Gain 4 Months %) Gain 
1957 1956 or Loss 1957 1956 or Loss 
FOOD CHAINS 
‘Grand Union 31,300,789 25,769,980 +21.5 61,938,631 50,462,402 +22.7 
‘Jewel 31,392,402 28,750.636 + 9.2 125,717,394 114,079,820 +10.2 
Kroger Co 128,411,729 113,874,827 +13.0 496,060,711 441,456,646 +12.0 
“Safeway ..... . 160,285,978 150,337,509 + 6.6 627 663,565 584,961,297 + 7.3 
| Group Total . $ 351,390,898 $ 318,732,952 +10.2 $1.311,380,301 $1,190,960,165 +10.1 
MAIL ORDER 
Sears. Roebuck 307 393,887 280,423,873 + 9.6 800,959,170 763,663,853 + 49 
Spiegel 11,669,880 9,474,689 +23.2 33,507,193 35,128,154 — 4.6 
Montgomery Ward 87,373,783 88,753,540 — 1.6 212,984,644 222,045,826 — 41 

Group Total .. $ 406,437,550 $ 378,652.102 + 7.3 $1,047,451,007 $1,020.837,833 + 26 
DRUG CHAINS 
Peoples 5,237,942 4.720.179 +11.0 20,659,300 18,930,826 + 9.1 
Walgreen .. 18,886,559 16,211.793 +16.5 72,116,082 66,635,680 + 8.2 

Group Total .... $ 24,124,501 $ 20,931,972 +15.3 $ 92,775,382 $ 85,566,506 + 8.4 
VARIETY AND MISCELLANEOUS 
American Stores 60,699,273 53,151,708 +14.2 —_— 
| ‘A. S. Beck Shoe Corp 6,184,671 4,069,449 452.0 17,800,523 16,676,381 + 6.7 
“Bond Stores 8,100,335 5,615,272 +443 70,364,613 68,002,110 + 3.5 
Butler Bros. : 9,247,784 8.596.679 + 7.6 38,446,009 35,986.358 + 6.8 
| *Diana Stores Corp. 3,649,566 2,215,537 464.7 27,729,926 24,661,563 +12.4 
| Edison Bros. 11,454,020 6,534,411 +75.3 29,594,637 25,981,266 +13.9 
| Fishman, M. H. .. 1,257,825 976,790 + 28.8 3,650,795 3,552,075 + 2.8 
*Franklin Stores Corp. 3,551,365 2,399,395 +48.0 31,677,643 28,775,826 +10.1 
Gamble-Skogmo 8,782,980 7,643,646 414.9 31,154,797 27,728,002 +12.4 
| Grant, W. T. .... 34,184,963 23,786,598 4-43. 103,677,853 92,736,660 +11.8 
| *Grayson- Robinson 

Ree 4,474,206 2,319,312 +92.9 31,592,148 29,768,011 + 6.1 
"Green, H. L 9,556,473 7,448,762 428.3 23,763,218 23,369,583 + 1.7 
‘Interstate Dept. 

Stores — 5,718,279 4,763,482 + 20.0 14,046,270 14,176,908 — 0.9 
Kinney, G. R. Co 
Kresge, S. S. 31,470,568 23,808,862 +4 32.2 100,440,611 98,343,935 + 2.1 
Kress, S. H. ... 13,059,437 10,636,834 +22.8 44,983,745 45,636,192 — 14 
Lane Bryant, Inc. 6,732,405 5,205,771 +29.3 22,645,988 20,625,073 + 9.8 
7 Py éucsewecns 19,568,493 10,821,507 +-80.8 40,409,872 35,998,530 +12.3 
| McCrory Tr 9,659,057 7,843,134 +23.1 31,225,891 30,436,590 + 2.6 
McLellan Stores .. 5,114,437 4,024,199 +27.1 12,599,208 12,681,422 — 0.7 

rere, 12,507,000 10,014,000 +24.9 31,766,000 29,491,000 + 7.7 
@Miller-Wohl Co. 4,038,516 2,654,123 +52.2 30,204,427 29,162,725 + 3.6 
| Murphy, G. C. .... 17,589,263 13,179,188 433.5 55,269,359 52,894,006 + 4.5 
National Shirt Shops 1,880,647 1,337,700 + 40.6 5,564,928 5,185,347 + 7.3 
Neisner Bros. ..... 6,076,631 4,450,817 +33.8 18,875,329 18,216,343 + 3.6 
Newberry, J. J. 17,389,966 13,851,878 +25.5 54,481,274 51,078,455 + 6.6 
Penney, J. C. .. 102,676,730 87,083,873 +17.9 334,964.745 333,205,990 + 0.5 
Rose’s 5-10-25 .... 2,512,418 1,664,545 +50.9 7,512,460 6,582,555 +14.1 
‘Shoe Corp. of America 8,105,738 4,911,825 +65.0 22,823,924 20,658,897 410.5 
*Sterchi Bros. 

Per 1,509,803 1,362,466 +10.8 2,712,247 2,573,792 + 5.4 
Western Auto .... 17,646,000 16,489,000 + 7.0 61,120,000 59,343,000 + 3.0 
White Store Sales . 2,673,876 2,358,928 +13.3 9,199,655 9,439,931 — 2.5 
| Woolworth, F. W. . 68,696,807 53,839,866 4.27.6 228,505,055 219,872,325 + 3.9 
| Group Total .... $ 515,769,532 $ 405,059,557 427.3 $1,538,803,150 $1,472,840,851 + 4.5 

$1,297,722,481 $1,123,376,583 415.5 $3,990,409,840 $3,770,205,355 + 5.8 


Combined Total 
| Four weeks and 17 weeks. 


> Ten months. © Two months. 


* Four weeks ending April 20. * Three month period. * Nine months. 
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Groucho Blasts 
TV Ratings in 
‘Post’ Interview 


New York, May 23—Groucho 
Marx landed some solid punches 
against the rating systems and 
their effects on tv talent in the 
current issue of The Saturday Eve- 
ning Post. 

Groucho had his say against the 
“electronic Peeping Toms” and the 
admen who use their figures “as 
Holy Writ” in an article by Pete 
Martin. 

“I have plenty of ideas on that,” 
Groucho told Mr. Martin when 
asked what he thought about the 
various rating systems. “And all 
my ideas are just about as scientific 
as the thinking behind the rating 
systems themselves. That means if 
you think the rating systems are 
scientific, you’re crazy.” 

The article continued: “Groucho 
said that he had given it a lot of 
thought and that he is convinced 
that tv performers are the only 
sane people connected with the 
medium. He pointed out that few 
television comics had ever gone to 
MIT or Cal Tech, but that he’d 
bet I'd have a hard time finding 
one of them dopey enough to be- 
lieve you can achieve a pin point 
analysis of the tv viewing habits 
of 39,000,000 homes by screwing 
a tape-recording gadget into the 
tv sets in only 900 of those homes. 


es “‘The number of viewers these 
rating systems use as a sampling 
base seems ridiculous to me. These 
electronic Peeping Toms are sup- 
posed to record the telecasts 
viewed by the people who live in 
those homes,’ Groucho said. ‘But 
naturally not all those 900 sets are 
in use at the same time. Some of 
these 900 home owners occasional- 
ly go out at night. There must be 
others who'd rather play poker 
with their friends than tune in, 
and half of those who do watch 
must be drunk; otherwise they 
wouldn’t be viewing. 

“*l don’t know how many mil- 
lion homes there are in the coun- 
try equipped with television sets, 
but let’s say there are the 39,000,- 
000 I mentioned. If you telephoned 
only 1,000 out of these 39,000,000 
homes at random, the way still 


| 


| 


| 


HENRY TURNBULL has been named di- 
rector of Theo. Hamm Brewing Co., 
St. Paul. He formerly was vp and 
account supervisor of Compton 
Advertising, New York. 


that might possibly want to buy 
your product. 


s “‘If my show went on at six 
o'clock in the afternoon, my guess 
is that it would reach very few 
children who have $3,000 in their 
dimpled hands to spend on De 
Sotos. On the contrary, six o’clock 
is a fine time to sell Popsicles’.” + 


NBC-TV Reclassifies 
Rates, Offers Saving 


in Some Time Slots 
New York, May 24—Advertisers | 


will be saving money under a re- | 


classification of three NBC-TV 
time periods announced this week 
by Harry Bannister, vp for station | 
relations. 

Selling at a lower price, effective 


June 1, are the 7 to 9 a.m., Monday | medium in 1956 was newspapers, which accounted for 26.3% of the 
through Friday period, which goes | domestic budget. 


from Class C to Class D; the 1 to) 
2 p.m. Sunday period, which goes 
from Class B to Class C, and the 
5 to 6 p.m. Sunday period, which 
goes from Class B to Class C. These 
changes are all on a local time 
basis. 


8 The D classification is a new one 
for the network and amounts to 
40% of its Class A time charges. 
Class C is 50% of its Class A rate 
and Class B is 75% of its Class A 
rate. 

This is the first re-classification 
of time segments for the network 
since June, 1956, when Saturday 
5 to 6 p.m. went from Class A to 
B and 5 to 5:30 p.m. Monday 


another system does, you might! through Friday went from B to C. 


get 1,000 eggheads who despise Red | 


CBS-TV reduced the cost of its 


Skelton and just love Sir Larry) 7 to 9 a.m. Monday to Friday time 
Olivier or one of the more esoteric| tg 3714% of its Class A rates in 
routines on “Omnibus,” and you! March of this vear. 


might miss the cross section made 
up of viewers who love to see Red 
skid on a piece of soap. If you miss 
this last cross section, you'll miss 
me. 


es “‘I was reading not long ago 
about a man who had been making 
a study of the rating systems,’ 
Groucho said. ‘He came up with 
the thought that what the tv in- 
dustry needs is to survey the ef- 
fect a television show has on sales, 
not merely to do a nose count. This 
guy even said that tv surveyors 
should try to measure quality, 
originality and impact. All I have 
to say is that boy had better watch 
his step. He’s getting out of line. 
He’s making too much sense.’ 

“Groucho said, ‘A lot of net- 
work and advertising men can’t 
make up their own minds as to 
whether a tv show is good’ and 
asserted that they ‘carry their 
little rating books around in case 
somebody should ask them how 
they liked a show. 

“It’s asinine to accept such fig- 
ures as Holy Writ because you can 
have a good rating and not sell a 
product, or you can have a poor 
rating and sell lots of product,’ 
Groucho said. ‘The thing is to aim 


your show at the kind of audience | and security 4.1¢. 


® In a letter to affiliates urging 
them to ratify the necessary con- 
tract amendments as soon as possi- 
ble, Mr. Bannister made it clear 
that NBC is cutting the price on 
“Today” to meet the CBS competi- 
tion. 

New dividend plans for the “To- 
day,” “Home,” and “Tonight” 
shows were also revealed by NBC- 
TV. In its summer plan, June 3— 
Sept. 6, an advertiser gets one bon- 
us participation for every two 
participations paid for if he buys 
as many as 20 participations on 
these programs. + 


= 


Canada Survey Released 

City family expenditures in sev- 
en metropolitan areas across Can- 
ada averaged $4,424 in 1955, ac-| 
cording to a preliminary release of 
the results of a survey conducted 
by the Dominion Bureau of Statis- 
tics, Ottawa. The survey covered 
families of two to six persons with 
incomes ranging from $2,000 to 
$6,500. Out of each dollar of ex- 
penditures, the survey found, 17.1¢ 
went for housing, fuel, light and 
water; automobiles took 8.6¢; medi- | 
cal care 4.4¢; personal taxes 5.6¢;) 
smoking and alcoholic drinks 3.9¢, 


| 
' 
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Sale of ‘All’ Lets 
Monsanto Out as 
Grocery Marketer 


Last Minute News Flashes 


Shulton Pharmaceutical Names FC&éB 


New York, May 24—The pharmaceutical division of Shulton Inc. 
has named Foote, Cone & Belding to handle its advertising. The ac- 
count, previously with Brudno & Bailey, Westfield, N. J., will be han- 
dled in FC&B’s New York office. Increased promotion for Thylox 
medicated shampoo, Thylox medicated soap and Thylox medicated 
cream is to begin immediately. ‘ 

(Continued from Page 1) 


Knode, Philips Resign from Petry & Co. customarily sold through grocery 
New York, May 24—Thomas E. Knode has resigned as vp in charge —= : 

of tv for Edward Petry & Co., radio-tv representative, effective June 1.| Monsanto's 1956 annual report 

Charles H. Philips, manager of tv sales deve lopment, also has resigned. | said that “sales of consumer prod- 

Ernest Lee Jahncke Jr., former ABC executive, reportedly will take ucts, of which the controlled suds 

over part of Mr. Knode’s duties, and Martin Nierman, eastern sales |4¢tergent All is the dominant 

manager for tv at Petry, will be named general sales manager. member, decreased approximately 


9% in the highly competitive mar- 
Virginia Dare Extract Names Fred Gardner ket.” Sales during the first quar- 


‘ ~~ ter of 1957 are reported to be 
New York, May 24—Virginia Dare Extract Co., Brooklyn, has ap- higher than the 1956 quarter. 
pointed Fred Gardner Co. to handle advertising for its line of syrup Dr. Charles A. Thomas, Mon- 


extracts and Korker soft drinks. The company will use newspapers, 
radio, television, business papers and special] promotions. Dobin Ad- 


vertising is the previous agency. 
. terests will best be served b 

Beatrice Foods Will Name New Agency Next Week | withdrawing from the vealed 

Cuicaco, May 24—Beatrice Foods Co. is expected to name an agency | market in the field of synthetic 
next week to replace Foote, Cone & Belding, which is resigning Aug. | detergents.” 
1. All five agencies in the running for the $1,000,000 account—Cun-| Aside from the declining sales, 
ningham & Walsh, Ruthrauff & Ryan, Maxon Inc., Grant Advertising | between the lines of this state- 
and Kenyon & Eckhardt—made formal presentations this week. FC&B | ment is the recognition that some 
resigned the remainder of the Beatrice account a month ago when it |soap companies—who buy chem- 
lost LaChoy food products division to Maxon (AA, April 22). icals from Monsanto—have been 


|irritated to find a Monsanto brand 
Gegus Is Named ‘Charm’s’ National Ad Manager = competing with them on the 
New York, May 24—Stephen E. Gegus, formerly eastern advertising | Shelves. 
manager of Charm, has been promoted to national advertising manager. 
He succeeds Grant Chamberlain, who recently retired. Named as east- 


ern advertising manager was Richard W. Walsh, formerly a member of 
the magazine’s New York sales staff. 


Jersey Standard Budget Is Up; Other Late News | chase of Detereutie tne. of Co- 


e Standard Oil Co. (New Jersey) will spend $41,000,000 for advertis- |lumbus, O., in February, 1953. 
ing in 1957. The company invested $38,552,000 on advertising last year,| For a while, Monsanto pretty 
of which $18,696,000 was for domestic advertising. The over-all °56|much had the market to itself, 
budget was up 19.3% over 1955. Standard’s most heavily used | quietly expanding its operations, 
|particularly by getting introduc- 
| tory boxes of All into brand new 
washing machines. Recently the 
| soap giants, looking in All’s direc- 
tion, brought out competitive 
products such as Ad and Dash. 

Two years ago, All shifted its 
merchandising in a drive to get 
consumers to buy larger sizes—10 
and 25 lb. packages and 25 Ib. 
pails. It also introduced a dish- 
washing All and started testing 
All starch in 1955. Last fall, it 
marketed Super-Rinse All in 24 
eastern states. 

Monsanto will continue to man- 
ufacture All products, for Lever. 


santo president, yesterday stated: 
“After thoughtful consideration, 
|Monsanto has determined its in- 


s All is believed to have been the 
first controlled suds detergent 
for automatic washing machines 
|placed on the market. Monsanto 
‘entered the field with the pur- 


e Gordon C. Bowen, president of Premium Service Co., New York, has 
been elected board chairman of the Premium Advertising Assn. of 
America. Richard J. McCool, formerly with the American Assn. of Ad- 
vertising Agencies, has been named executive secretary of the premium 
group, a new post. 


e Campbell Soup Co. (BBDO), Camden, N. J., will move the “Joseph 
Cotten show” from NBC-TV to ABC-TV starting in the fall. ABC-TV 
also signed AC spark plug division of General Motors (D. P. Brother & 
Co.) as alternate sponsor on the new “Zorro” film series. 


e Four special citations to industry leaders will be made by the Art 
Directors Club of New York at its annual awards luncheon May 27. They 
will go to Sigurd S. Larmon, president of Young & Rubicam; David 
Sarnoff, head of Radio Corp. of America; Joyce C. Hall, president of | 
Hallmark Cards, and DeWitt Wallace and Mrs. Lila Acheson Wallace, 
editors of Reader's Digest. 66 other awards will be given for outstand- \@ Earlier this week, Procter & 
ing work in visual communication. Gamble announced it will switch 
its Dash detergent from Compton 
Advertising to Dancer-Fitzgerald- 
|Sample, effective Sept. 1. At the 
| same time, P&G said, Compton has 
been named to handle a new prod- 
| uct—unnamed and unspecified. 

| The agency change for Dash 
was viewed as possibly indicating 
some unrest over low-sudsers, 
|none of which has been making 
|any spectacular market gains. Le- 
| ver’s acquisition of All may point 
|to a heightened advertising bat- 
e Roger Barton has resigned from Alfred Politz Research to become | tle between Lever House and Cin- 
editor of Media Scope, new monthly published by Standard Rate & | cinnati. + 

Data Service. Mr. Barton, formerly editor of Advertising Agency mag- 
azine, joined Politz in October, 1955. 


e Needham, Louis & Brorby of Canada Ltd., Toronto, has been named 
to handle advertising for the paints division of Canadian Industries 
Lid., Montreal, succeeding Ronalds Advertising Agency Ltd. Ronalds 
will continue to service the division’s 1957 ad program; NL&B will 
begin immediately on the program for 1958. 


e Meeting in Chicago Friday, Associated Construction Publications, 
an informal promotion group of 15 independent regional business 
papers, has voted to incorporate. Richard Mertz, Michigan Contractor 
& Builder, was elected president. Vps are Robert Schaefer Sr., 
Mississippi Valley Contractor, and Roscoe Laing, Pacific Builder & 
Engineer. Gordon L. Anderson, Construction Bulletin, was named sec- 
retary-treasurer, and Earl Keyes, Western Builder, director. 


| Art Directors Elect Grotz 


; Fi ; | Walter Grotz, art director at 
e The American Rocket Society will announce May 27 that it will | Marschalk & Pratt, has been elect- 


publish another monthly, Astronautics, due out July 20. It will have a led president of the Art Directors 
broader, less technical coverage of space flight rockets and missiles |\Club of New York. Other officers 
than Jet Propulsion, the society’s other publication. The first two or are Robert H. Blattner, Reader's 
three issues will have 120 pages, including 50 pages of advertising. | Digest, ist vp; Edward R. Wade, 
Astronautics will be 84x11” and will have a controlled circulation of | Parade 2nd vp; George Olden of 
. . - " “ } , , 
12,000. Copies will go to the society’s 7,000 members. William Cheno- CBS-TV, secretary, and Mahlon 
weth will be advertising manager. |Cline, a consulting art director, 


e Scott Park, radio-television group head of art directors of Needham, | treasurer. Elected to the executive 
Louis & Brorby, Chicago, will leave the agency May 31 to join Camp- committee are Walter P. Glenn, 
bell-Mithun, Minneapolis, as television art director. Mr. Park has been | Young & Rubicam, and Wallace F. 
with NL&B for more than 16 years. |Hainline and Arthur Hawkins, both 
| consulting art directors. 


‘Look,’ ‘Scholastic Teacher’ | guarantee will advance 9.3% from | Waukesha Boosts Schiereck 
Boost Guarantees, Rates 4,850,000 to 5,300,000. Look said Weber Waukesha Brewing Co., 

Both Look and Scholastic Teach-|it was also increasing frequency| Waukesha, Wis., has promoted 
er have announced rate increases | discounts. C. B. Schiereck to director of mar- 
based on higher guarantees. Scholastic Teacher, whose cir-|keting in charge of advertising, 

Look, effective with the Jan. 21| culation rate base moves from 90,-| merchandising and sales promo- 
issue, will raise its rates 11.5% 000 to 105,000 with the Sept. 20/| tion. With Weber for the past three 
with b&w moving from $19,135 to| issue, boosts its b&w page rate| years as sales manager, Mr. Schier- 
$21,335 and four-color from $28,-| from $650 to $750 and four-color |eck formerly was vp of Berghoff 
760 te $32,065. The circulation | from $1,070 to $1,170. | Brewing Corp., Fort Wayne. 
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Clements Dreier 


TEA AND TRADE TALK—Retailer panelists at the Chicago Tribune’s forum included George 
Clements, president, Jewel Tea Co., and Milton D. Faber, president of Stineway 
Drug Co., talking with Tribune general display ad manager A. W. Dreier; Harold 
Hoffman, Chicago district manager of Richman Bros. Co., and James Moran, pres- 


Faber 


Cut Costs, Hike Prices, Sell More, 
Promote, ‘Tribune’ Panelists Urge 


(Continued from Page 2) 

He credited this change to the 
fact that almost everyone today 
owns a car, and that the spread 
among car prices is smaller today 
than in the past. [Campbell-Ewald 


SiMPSON-REILLy, LTD. 


LOS ANGELES MALLIBURTON BLDG. 
SAN FRANCISCO CENTRAL TOWER 


is Chevrolet’s agency.] 

“The big swing is for low-cost 
cars to upgrade and medium- 
| priced cars to downgrade,” he said. 
le Members of the first panel in- 
cluded Peter G. Peterson, vp and 
}manager of the Chicago office of 
McCann-Erickson; John A. How- 
ard, associate professor of market- 
ing, University of Chicago; C. Vir- 
gil Martin, vp and general man- 
ager, Carson Pirie Scott & Co.; 


| Herbert B. West, vp of Batten, Bar- 


ton, Durstine & Osborn; Edward 
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MARKET RESEARCH DATA 
PROCESSING NEED 
WOrtn 6-2700 


Punching 
Tabulating 


Consistency Checking 


Percentaging 


Coding « Pre-coding of Questionnaires 
No charge for consultation and estimates — ever! 


“Your key 


to better figures since 1911.” 


RECORDING & STATISTICAL 


Hoffman 


Corboy 


R. Taylor, exec vp, consumer prod- 
ucts division, Motorola Inc., and 
W. B. Potter, director of advertis- 
ing, Eastman Kodak Co. The mod- 
erator was Fairfax M. Cone, pres- 
ident of Foote, Cone & Belding. 

Mr. Potter called for better dis- 
tribution in the future. 

“We should still continue to be 
somewhat empirical—to reiy on 
practical experience,’ Mr. Potter 
said. “Let’s fly a little bit by the 
seat of our pants and not turn the 


to researchers and statisticians.” 
Mr. West urged companies 
draw up a written marketing plan. 
There is much work to be done 
in the area of distributors and deal- 
ers, Mr. Taylor said. He asserted 
that color television sets and elec- 
tric dishwashers have not nearly 
reached their market potential be- 


tive specialty selling. 

Mr. Howard advocated that man- 
agements prepare 5-year market- 
ing plans in addition to short term 
plans. 


ment store must be of one mind 
as to what kind of a store it wishes 
to operate, the class of consumers 
to be catered to and what products 
to be carried, Mr. Martin said. “No 


everybody,” he said. 

Consumers are more inclined to 
buy a local brand that is recom- 
mended by a local business man 
than nationally advertised brands, 
he said. 

Mr. Peterson asserted that the 
consumer shapes the marketing 
plans of a manufacturer, and that 
an intimate knowledge of consum- 
ers is vital in any phase of busi- 
| ness. 


s At the panel session this morn- 
ing on the marketing concept at 
work in retailing, retailers in six 
|different fields held almost as 
| many general views on the subject. 
| “Help the customer decide” was 


the way Mr. Moran, president of | 


Courtesy Motor Sales Inc., put it. 

“Selling in the auto business to- 
day means helping the customer 
| decide,” he asserted. “Selling can’t 
| be done by advertising. Selling can 
‘only be done in the showroom,” 


| he added. 


| 
| 


|a “Give the customer what he 
wants ... keep him happy” was 
Mr. Polk’s expression for it. Mr. 
Polk, president of Polk Bros., said 
that today’s American woman 
| knows she’s in a position to choose 


and a retailer is well advised, he | 


said, to give her the greatest pos- 
| sible choice of merchandise. 
Echoing the service theme for 
the food chain store business, 
George Clements, president of Jew- 
el Tea Co., said his company has 
found that “sales are a result of 
how well we serve our customer.” 
He said that almost since the 


Moran 


advertising and sales business over | 


to} 


cause of a lack of genuinely crea-| 


® The management of a depart-| 


one store can be everything to| 


Naylor Hecht Polk 


ident of Courtesy Motor Sales Co., talking with Tribune sales development division 
manager E. D. Corboy, and L. O. Naylor, vp and general merchandising manager of 
Montgomery Ward & Co., with Fred C. Hecht, general merchandise and saies manager 
of Sears, Roebuck & Co., talking with Sol Polk, president of Polk Bros., Chicago. 


survey Jewel conducted among, and the advertising for these items. 
shoppers, means keeping the stock | “Me, too”’ products have resulted in 
clean and neat, the produce fresh, | ‘“‘me, too” advertising, he said. 
having a wide variety of product “Business today,’ Mr. Stebbins 
types on hand and having an ef-|said, “is in dire need of ‘healthy 
ficient checkout system. rebellion.’ It can no longer afford 
|the luxury of mediocrity. The fact 
that a suggested sales slant has 
never been used doesn’t mean it’s 
j}bad. Nor does it mean it’s good. 
But it does mean it’s worth trying,” 
he said. 

The surface of emotional selling 


\® Will retailing or the mail order 
business be the more dominant in 
| the future in the “mail order” 
|houses? L. O. Naylor, vp and gen- 
eral merchandising manager of 
| Montgomery Ward & Co., said that 
the two operations at Wards were|through images in advertising has 
about equal now in terms of im-|only been scratched, according to 
portance and that they are likely | William Tyler, vp of Leo Burnett 
to remain so in the foreseeable fu- | Co. 

| ture. 

On the other hand, Fred C.|# In addition to Mr. Hatch, Mr. 
Hecht, general retail merchandise|Stebbins and Mr. Tyler, other 
and sales manager of Sears, Roe-|members of the third panel were 
buck & Co., who chaired the panel,| Barton A. Cummings, president of 
said that retailing is much bigger|Compton Advertising; Richard T. 
at Sears than the mail order busi-'Cragg, merchandise manager, 
ness and that this will likely re- R. Cooper Jr. Inc., Chicago appli- 
main the case in the future. ance distributor, and Mrs. Edward 

Hal Stebbins, the outspoken) L. Bernays, public relations coun- 
president of Hal Stebbins Inc.,| sel. Vincent Bliss, president of 
ripped into the lack of imagination Earle Ludgin & Co., was panel 
of products on the market today moderator. + 
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50,000 WATTS - BOSTON 


| delivers buyers 


beginning of the chain’s operation | 
| in the early ’30s, Jewel has worked | 
on the premise that successful food | 
retailing amounts to pleasing wom- | 
en. This, he said, referring to a| 


CORPORATION REPRESENTED NATIONALLY BY JOHN BLAIR & COMPANY 


100 Sixth Avenue ¢ New York 13, N. Y. 
BOSTON + CHICAGO - MONTREAL - NEW YORK - TORONTO 
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THE TIME READER*..as seen by 
KoVazsky 


OFFICE HOLDER 


ScoopoRamA 55‘ 


Dougtewnamy 50° ery 


DECISION MAKER 


circulation 


*TIME offers the biggest concentrated audience 
of best customers and influential people in the 
United States today. Nevertheless, Kovarsky ex- 
aggerates. Not all TIME readers are marsupial. 
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Brand loyalties that last a lifetime are 
established in the college shops. New ideas 
and style trends get their start here from the 
important young men whose enthusiasm can 
start national buying sprees. 

Want to send your sales message to college? 
Almost 25% of PLAYBOY ’s total circulation 
is among men currently enrolled in college. 
PLAYBOY is far and away the outstanding 
best seller on college newsstands of all maga- 
zines. 

For the first part of A Continuing Study of 
College Newsstand Magazine Sales (available 
on request), figures have been taken from 
magazine wholesalers’ records in 25 randomly 
selected university and college towns. These 
figures represent the total sales of the maga- 
zines listed for all newsstands on or near 
campus which cater pri- 
marily to student traffic. PLAYBOY 


232 East Ohio Street - Chicago 11 - MI 2-1000 
598 Madison Avenue + New York 22+ PL 9-7470 
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figures in A CONTINUING STUDY OF 
_ COLLEGE NEWSSTAND MAGAZINE SA 
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